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“IT’S A NEW ‘SALESMAN’ 


“WHAT'S THE BIG NEWS 


THAT AMERICAN CAN 


FOR OUR 1940 SALES 


DESIGNED FOR US” 


CONVENTION, JOHN?” 








6 
Y.. see, Bill, I’d felt for a long time that a container which 
just ‘holds’ a product is really holding it back! So I called 
American Can in and put our problem up to them. They’ve 
developed a container which will be a salesman for us. Its 
appearance will attract new customers. Its added convenience 
will make people like to use it. Its ability to keep the quality 


of our product intact will mean more satisfied users!” 


> AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW 





YORK, N. Y. 
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Pale Hands, dainty, feminine hands are partial to easy-to-open packages — and the products contained 
therein. Packages sealed with Phoenix Metal Caps are easy to open. No special instructions. no gadgets. no fuss 


or struggles are necessary to remove these efficient closures. 


PHOENIX METAL CAP CO. Plants: 2444 West Sixteenth Street, Chicago; 3720 Fourteenth Avenue, Brooklyn. 
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VOLUME 13 NUMBER 2 


Girt PLANNERS ARE TRADING Up 

Moisture DaMaGE ELIMINATION, by R. B. Stevenson. 
PacCKAGING PAGEANT 
REDESIGNED TO Fort TAMPERERS 

A New Satvo From CANNON 
PackAGEs EARN DispLay Errorts 
PACKAGE LEGISLATION 

‘“ALL THE MaKINGs’’ 

BRINGING Mustarpb Out Front 
CHANGE—SLIGHT BUT SIGNIFICANT 
CARTONING A FULL DINNER 


Wuat THE Druaccist Wants IN Disptay (A Survey, Part 2). 


SciENCE StYLEs THE DispLay or Tomorrow, by Richard Eaton Paige. . 


SELLING A JoB—-NoT A PRODUCT 
DispLay GALLERY 

INTEGRATED BoTTLING PLANT 
EQUIPMENT AND MATERIALS 
PLANTS AND PERSONALITIES 


For Your INFORMATION 


INDEX OF ADVERTISERS 


NEXT MONTH 





packaging and display purposes. 


important meeting. 





Beach Hotel, Chicago, Ill. 
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For those who can attend, a final reminder. 
time, October 19 and 20. The place, the Edgewater 





A. Q. MAISEL, EDITOR 


Published the 1st of each month by Breskin Publishing 
Corporation, 122 East 42nd St., Chanin Building, 
New York, N. Y. Telephone Ashland 4-0655. 
Western office, 291 N. La Salle St., Room 616, Chicago, 
Ill. Telephone Randolph 6336. Publication office, 
Twentieth and Northampton Sts., Easton, Pa. Also 
publishers of Packaging Catalog, Modern Plastics, 
and sponsors of the Permanent Packaging Exhibit 


Alan S. Cole, Genl. Mgr. 

Perry H. Backstrom, Adv. Mgr. 
M. A. Olsen, Eastern Manager 

J. M. Connors, Western Manager 


Ann Ray, Associate Editor 

Donald R. Ruther, Art Director 
Allan L. Fletcher, Washington 
E. Mais, Assistant to the Editor 


R. N. Kalb, Production Manager 
F. L. Posner, Circulation Manager 


Subscription $5.00 per year in United States. 
Canadian, $5.00. Foreign, $6.00. Price this issue, 
50c per copy. Copyright 1939 by Breskin Publish- 
ing Corporation. All rights reserved. Printed in 
U.S. A. Member of the Audit Bureau of Circula- 
tions. Acceptance under the Act of June 5, 
1934, at Easton, Pa. Authorized October 7, 1936 





Modern Packaging’s lead story will be a survey of the 
economics of plastics for packaging 
documented study of the way in which changes in the 
technique of raw material production and fabrication 
have affected the availability of plastics for various 


thoroughly 


The November issue will also bring a complete 
report on the activities of the Chicago Meeting 
constitutional convention—of the Packaging Institute 
for those who found themselves unable to attend this 


the 








OLD GOLD’S new 


"s/f feature produced on 
Eee §=©« Redington machines 





is easiest to open, too! 


Double wrapped—double mellow! An extra Cellophane wrap to preserve Old 
Gold’s quality added the problem of quick removal of this second wrap. But 
Redington engineers stopped this customer-inconvenience with a unique easy open- 
ing means (aptly named “Zip Top Pack’) that makes the double wrap simpler and 
faster to open than a single wrap! 


These engineers then developed high-speed machinery to produce this tape idea 

. machines that do the double wrapping job, too. Another example of the many 
“firsts” pioneered in Redington’s 42-year history. An impressive battery of ma- 
chines now wrap the entire Old Gold output at the rate of 150 packs a minute 
300 wrappers every sixty seconds! 





1. Easy opening tape, taken 
from a spool, is attached to the 


Yes, Redingtons are designed to do many things well! Investigate—put your inner wrapper . from a roll. 

. » . a fy he wrapper is placed aroune 

yackaging problem up to us, free of obligation. pdchent alk lade ou ihe 
pitts 4 

inside . . then seams and 


folds are sealed The tape 
protrudes through the longi- 
tudinal seam on the back 


F. B. REDINGTON CoO., (Est. 1897) 110-112 So. Sangamon St., CHICAGO, ILL. 


One of the battery of 
Redington high- 
Speed machines for 
double Cellophane 
wrapping Old Gold, 
as described at the 
right 





2. The outer wrap is then cut 

ion the second roll and placed 

ver the inner wrap. The tape 

is folded around corner of 

package and protrudes 

through side longitudinal 
seam, towards front 


MAO MON 
PACKAGING MACHIVES 


for CARTONING WRAPPING « SPECIAL PACKAGING 
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BROCADE 


Victorian No. 30-AE 


Hampden’s new BROCADE sample book is now being dis- 
tributed, showing not only this stylish Victorian design in up to 
date colors, but many other designs all in keeping with the 
present vogue. Send for your copy if you haven't as yet re- 
ceived it and select a new Hampden paper for your next box. 
An assortment of working sheets will be gladly mailed at your 


request. 


HAMPDEN 
GLAZED PAPER AND CARD COMPANY 
Holyoke, Massachusetts 


SALES REPRESENTATIVES 
Chicago, Ill. —- 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. -- 420 Market St. 
Toronto, Canada — 137 Wellington St. West 
Fred'k. Johnson & Co., Limited _ 234, Upper Thames Street _ London, E. C. 4, England 
R. W. Davis -- 335 Flinders Lane — Melbourne C 1, Australia 
Hamson & Leonard — _ 101 York Street — Sydney, Australia 


APPETIZING- 
AND 


OIL-TIGHT 


OUIO DI COTONE E OL10 p; Pr. 


Cans for the sale of products to consum- HEOAGUs 


ers should serve a double purpose. First, 
they must be perfect containers in order 
to protect the contents from loss or dete- 
rioration. Second, they must be designed 
to convey an impression of the hidden 
contents in such a way that the interest 


of prospective buyers will be aroused. 


The example herewith is a full gallon can 
manufactured to contain olive oil. It is 


lacquered and printed in four colors. 


pinche, : ? A DEL 
This is only one of hundreds of types and Clou 
J y} VEGETAg, 
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forms of containers now being manufac- 
tured at the new Crown Can plant in 
Philadelphia. Strategically located at the 
crossroads of the Eastern seaboard, Crown 
Cans can solve your container problem 


and serve your needs with the greatest 





despatch and economy. 


CROWN CAN COMPANY + PHILADELPHIA, PA. 
Division of Crown Cork and Seal Co. 


BALTIMORE ST. EOUIS HOUSTON MADISON 


CROWN Cy 


INDEPEN DEN T A N D H E L 
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COMPLETE RESPONSIBILITY 


A New York bound plane at 10,000 feet . . . three Army bombers on 
experimental flight 1,000 feet below. The Flight Flagship glides to a 
perfect landing. In the Airport Traffic Control Tower is the Traffic 
Control Operator. A microphone at his lips, his is the Complete Re- 


sponsibility for these ships to the far horizons of the curving earth. 
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@ Complete, undivided responsibility is as necessary in the design 
and development of your containers and closures as it is in han- 
dling the traffic at a huge airport. 

With Anchor Hocking, there is every modern facility for mak- 
ing your package a successful, profitable item. Engineers, research 
men, artists and merchandisers, as a unit, will work with you from 
the time it is a mere idea until it rolls from the warehouse door. 

From container to closure to carton they know the part that 
each plays in display, sales, shipment and profit. To economically. 
pai and successfully introduce a new product or step up sales 
and broadening markets for present products, these men know 
that glass will do the job better. 

These services are yours without the slightest obligation. Select 
a single source of supply for your container and closure require- 
ments. Phone or write today. Anchor Hocking maintains a branch 
office near to serve you. 





ANCHOR HOCKING PRODUCTS AND SERVICES 


P & P WARE 

FOOD CONTAINERS 

LIQUOR & WINE BOTTLES 

BEER AND BEVERAGE BOTTLES 
THIN-BLOWN PACKERS’ TUMBLERS 
GLASS PREMIUM WARE 
TABLEWARE 

HOTEL, BAR & RESTAURANT WARE 
GLASS FOR INDUSTRIAL USES 


CLOSURES: metal and molded; airtight 
and vacuum; friction, screw and lug types 


AMERSEAL NOZZLES—for cans containing 
liquids 


SEALING MACHINES—hand, foot and semi- 
automatic types 


PROCESSING EQUIPMENT—for processing 
glass-packed products 


RESEARCH & ENGINEERING STAFF 
EXPERIMENTAL & TESTING LABORATORIES 
DESIGN SERVICE 
















ANCHOR HOCKING GLASS CORPORATION, Lancaster, Ohio 
Closure Division: ANCHOR CAP & CLOSURE CORPORATION, 
Long Island City, N. Y. and Toronto, Canada 






These Round Cornered Squares sealed with 
Anchor Improved C.T.Caps are amberglass and 
are available in 13 sizes from 2 to 32 ounces. 





you require 


STEEL RULE 


for any purpose the 


logical source is... 


HELMOLD'S 
the standard for 50 
years, due to Quality, 
Uniformity, Durability, 
Accuracy. 
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SPECIFY 
GooDy YEAR 


PPVOMTE 


eee PAPER AND LABEL COATINGS 


to obtain maximum resistance to moisture absorption 
or moisture loss 
to improve gloss and appearance of your package or 
label 

—to use all fibre containers or fibre-bodied cans in place 
of metal 








Careful scientific tests prove that there is 99% less mois- 
ture-vapor transfer through Pliolite* coated labels and 





Pliolite-coated glassine container shows no 
moisture loss in 7 days—uncoated container papers than through the same stocks uncoated. 
approximately 75‘; loss. 


Pliolite coatings can also be used on glassine papers and 
in paraffin coatings. In these applications it not only 
imparts high moisture-vapor resistance, but also increases 
strength and heat-sealability. Combinations of paraffin 
and Pliolite are available, ready for use, under the name 


of Pliowax. 


If you have a difficult packaging problem involving either 
moisture absorption or evaporation, let us demonstrate the 
superiority of Pliolite coatings with a test wrap of your 
product. Just write to Pliolite Sales Department, Goodyear, 
Akron, Ohio. 


*Trade-mark of The Goodyear Tire & Rubber Company 





Pliolite-coated labels make fibre-bodied cans 
moisture-proof! 





A centennial prod 
uct of The Greatest 
Name in Rubber 








HYCOLOID 


AND 


CLEARSITE 








. LABELS IMPRINTED DIRECTLY 

ON THE CONTAINER! 

A brilliant, glossy, permanent label is 
applied directly to the container dur- 
ing manufacture—no extra handling; 
no defaced, misplaced labels. 


ANY COLOR OR COLOR 
COMBINATION! 

Eye appeal is today’s sales “must.” 
Show your product through Transpar- 
ent walls, or package it in a colorful, 
opaque container of high attention- 
value. 


. SEAMLESS AND UNBREAKABLE! 


Your product is stream-lined and in- 
sured against breakage in transit, on 
the shelf, in use. 


. 80% LIGHTER THAN GLASS! 


No need to tell you what that means in 
decreased shipping costs! (Being un- 
breakable, shipping materials are 
lighter too.) 


@ Let our packaging department help 


you to package or repackage your prod- 
ucts according to the dynamic new ideas 
of modern merchandising. There is no obli- 
gation at all in asking us to submit sam- 
ples, quotations or in having our packaging 
experts consult with you. Just drop us a 
line or phone. 








YOUR PACKAGING 
PROBLEMS 


CONTAINERS 
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HYCOLOID « NEOCELL 
CLEARSITE 


TUBE & CONTAINER CORP. 


EXECUTIVE OFFICES AND FACTORY: 46 AVENUE L, NEWARK, N. J. 
N. Y. Sales Office: 626 Fifth Avenue, New York, Tel: Cl 6-2425 
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JUS T PUBLISHED 








Send today for your free copy of this handsome, h ive new volume 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILL. 


New York * Rochester ¢ Philadelphia * Pittsburgh ¢* Cincinnati * Cleveland * Detroit * Peoria 
Baltimore ¢ Louisville * Indi lis * Mi polis * Akron * Wabash ¢ Anderson, Ind. * Natick, Mass. 


P 


CONTAINER CORPORATION OF AMERICA, 111 W. Washington St., Chicago, Ill. 
Please send me a copy of "Folding Cartons +," your new book on folding cartons. 





Name ere ee 

Company Scan i Rg 
Address __ 

City State 


D-10-9 


OCTOBER 1939 11 














The VPO CAP is a clever combination of several basic sealing prin- 
ciples. That is why it does so much that other caps don’t do. 


A Top Vacuum Seal 


First, VPO is a real one piece vacuum closure. It makes use 
of the “top sealing” principle in connection with a special 
glass finish. A rubber ring liner, developed especially for 
VPO, assures perfect vacuum sealing of every container. 


A Mechanical Hermetic Seal 


But VPO does not depend on vacuum alone. Positive locking 
lugs in the rim of the cap hold it on the container with a 
spring-like grip. This mechanical lock gives VPO the ability 
to seal hermetically without the aid of vacuum. 
POSITIVE INTERLOCKING 


» two way seali . . : 2 OF CAP LUG AND GLASS SEALING »=—--HERMETIC 
The two way sealing of VPO means double protection for your prod she MEN SEAL 


uct. It also makes VPO ideally suited for both hot and cold packed 
products. Samples and prices are yours for the asking. Write today. 


CROWN CORK AND SEAL COMPANY, BALTIMORE, MD. 
PRY OFF 
LEDGE 


WORLD'S LARGEST MAKERS OF 
CLOSURES FOR GLASS CONTAINERS 


ie 

=... 
—— 
rene ae 


EXCELLENT RECLOSURE—the cap 
is not destroyed or distorted in removal. It 
snaps back in place easily and stays there be- 
- cause it locks on. 


continuous capping without the necessity of 

timing devices or other complex equipment. EASY REMOVAL — Simply pry off the cap 
Speed of application limited only by speed of with the back of a can opener blade. 

filling equipment. 











Permoedge—The cut edge, sealed edge Celanese 


HERMETIC 


meat ribbon ties beautifully, costs much less, forms an ideal 


SEALED CUTEDGE 


ene Preean’ ser tie For Christmas and everyday packages! 


PROEESSED NARROW PROOVETS 


DIVISION OF 


STARK BROS. RIBBON CORP. 


352 FOURTH AVENUE NEW YORK CITY 
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“T tell you, Tom-a cheap package 
ensive for us!” 














TOM: What kind of double talk is that? A cheap package 


is too expensive? 
TOM: Sure, but — 


TED: All right. And when it gets on that dealer’s shelf, 
it’s got to look as good as we say it is. Doesn’t it? 


TED: Look here. We've put a lot of money and work be- 
hind this product, haven’t we? Advertising, point- 
of-sale promotion and all that? 











TOM: Well, yeah, but we can’t — 


Now listen. Even supposing 
your cheap package holds 
together — supposing the 
labels don’t come off, the 
seams don’t open up and 
you don’t get a lot of re- 
turns — even then it’s los- TOM: That’s true enough. But we still can’t spend any for- 
ing money for you. For tune on our package. 

against today’s competition, the package that won’t help 
your product sell is the most expensive — no matter what 
you paid for it to begin with! 





TED: I realize that, Tom. What we want is an economical 
package — one that doesn’t cost too much and sti.1 
does a selling job. And I know where we can get it! 








PACKAGES THAT SELL 
WITHOUT A PRICE PREMIUM 





Don’t think you have to pay more for the plus values 
of a Package by Ritchie. The large scale production 
facilities of one of the country’s largest boxmakers 





bring production economies that are passed on to you. 


PENNY WISE BUT NOT PACKAGE FOOLISH, 


The design and merchandising “knowing how” gained the manufacturers of these products get both economy 
during 73 years of packaging experience is not added and sales value in their packages by Ritchie. No other 

: . é boxmaker turns out so many packages of this type — 
to your cost. Get all the facts. Write to Ritchie today! and this is just one of the fields served by Ritchie. 





g 


s SET-UP PAPER BOXES 
FIBRE CANS 
TRANSPARENT PACKAGES 


W. C. AND COMPANY 
8849 BALTIMORE AVENUE @ CHICAGO 


NEW YORK DETROIT LOS ANGELES ST. LOUIS MINNEAPOLIS DENVER 
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Pliofilm's crystal-clear trans- 
parency gives your product 
new eye-buy appeal 


Ifyou are packaging 


+ Candy - Tobacco 
- Crackers - Popcorn 
+ Cakes « Marshmallows 
- Cookies = - Drink Powders 
- Cigars - Potato Chips 
- Cigarettes = - Dried Fruits 
- Coffee - Nut Meats 
- Pretzels - Pharmaceuticals 


— it will pay you to investi- 
gate Pliofilm 


ME WRA 
THE Best THINS? “ PPED ly 





| . are the reasons why 


packers say the world’s 
finest transparent packaging for 
nutmeats is Pliofilm*: 


This new transparent synthetic 
sheet is so thoroughly moisture- 
vapor- proof it protects nuts better 
than their own shell — prevents 
moisture pick-up —keeps them 
fresh and crisp and tasty until used. 


Even in wet humid climates Plio- 

film- packaged nuts will not 
become soft and soggy! 
Pliofilm’s greater toughness 


A Centennial Product of 
The Greatest Name in Rubber 





ducts requiring 


ure- protection 





and durability eliminate the dan- 
ger of split, broken packages. Its 
clear transparency shows your 
meats to best advantage — pro- 
motes sales. 


Remember, Pliofilm is made ex- 
clusively by Goodyear — there's 
nothing else like it! It is odorless, 
tasteless. Easily handled by wrap- 
ping and bag-making machines. 
Heat seals airtight or sealed with 
adhesives. See for yourself with a 
test wrap on your product. Write: 
Pliofilm Sales Department, Good- 
year, Akron, Ohio. 


*Trade-mark of The Goodyear Tire & Rubber Company 
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Your Product Reaches the Consumer Factory-Pure and Fresh 





in Hermetically-Sealed Sun Tube Unitainers 


ou and your product are both protected when 
- package in Sun Tube Unitainers. Unitainers 
are sealed hermetically. That means that dirt, dust 
and germs can’t possibly get in. Air and moisture 
damage is definitely prevented. And, naturally, since 
it is impossible to refill or tamper with Unitainers, 
you are safeguarded against the frequent and frus- 


trating evils of substitution and dilution. 


The convenience of “individual dose” Unitainers is 
apparent at a glance. No container is better suited 
to sales-stimulating design and display. And Sun 
Tube Unitainers are adaptable to an almost limit- 
less variety of sizes and products—from nose drops 
to fire extinguishers. Write, wire or phone today 


for further details about these low-cost, highly- 


effective packages. 


SUN TUBE CORPORATION, HILLSIDE, N. J. 


CHICAGO, ILL. 
James L. Coffield, Jr. 
333 No. Michigan Avenue 


CINCINNATI, OHIO 
G. M. Lawrence 
1012 Elm Street 


ST. PAUL, MINN. 
Alexander Seymour 
701 Pioneer Building 


LOS ANGELES, CALIF. 
R. G. F. Byington 
155 No. Vermont Avenue 
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ROTOGRAVURE IS NOT EXPENSIVE 


This insert (A Photomontage of Manhattan) is printed on a Printcote machine by The 
Racquette River Paper Company exclusively for C. F. Hubbs & Company of New York City. 


PRINTCOTE 


The two-color Printcote Rotogravure Press illustrated costs only $5500. 


Price need no longer be an obstacle to fine gravure printing which can 
be produced on the Printcote machines at low costs. 


Printcote equipment capable of fine register at high speeds, may be pur- 
chased at the following low prices: 


One-color 16” material width $ 2,800 Three-color 16” material width $ 9,000 
Two-color 16” material width $ 5,500 Four-color 16” material width $11,700 


Due to present world conditions prices are subject to change without notice. 
Printcote machines are built in all widths, and may be purchased at cor- 
respondingly low prices. 


We have engineered Printcote machines for simplicity of operation and 
accuracy of reproduction, and all Printcote machines are fully guaranteed to 


fulfill the purpose of their design. 


Additional color units may be added at any time to all Printcote equip- 
ment. Your first investment need only be a one or two-color installation. 








Also manufacturers of quality: spot sheeters, The photomontage of Manhattan is carried in 
folders, slitters, coating machines, liner stock a complete color range including pastels for over- 
coloring machines, combining and laminating printing on various weights of stock 48” trim suit- 
- ‘ dining aad waxing ma- able for the many varied uses in which such a 
——— idensuanteane - g ; oe striking design may be employed. Prices and 
chines, gummers, aniline printing and staining stock of this complete line may be obtained from 
machines, and also special equipment. C. F. Hubbs & Company, New York City. 


THE PRINTCOTE company 


MANUFACTURERS OF FINE PRINTING AND PAPER CONVERTING MACHINERY 


370 Seventh Avenue New York City 


ORIGINATORS OF THE PRINTCOTE ALL-PURPOSE MACHINES. 























New LOW-COST 
FIBRE DRUMS 


Here are new containers you've been awaiting! 
They are light-weight, yet husky, fibre drums. 


Costs are exceedingly low: The approximate 
price range is from 7c to 15¢ per unit. 


Originally developed for ‘“‘curing’’ cheeses, 
they are replacing wood veneers... and they 
are equally adaptable for certain foods, dry 
chemicals and drugs. Lighter in weight by half 
than wood veneer, these Cleveland drums are 
tough enough to carry up to 100 Ibs. for one 
way shipment. 








a They may readily be fitted with “Cellophane” 
or “‘Pliofilm” pouches for products that require 
them, such as hot processed cheeses. Similarly, 
these fibre drums can be lined with paraffin and 
other protective coatings. 


Any height up to 30” and diameters of 101/4”, 
141/4” and 15” are available, in plain chip, 
manila-lined chip or solid manila. The snug- 
fitting lids may be taken off and put on at will 
without contamination from splinters and dirt. 


Phone or write Cleveland Container for the com- 
plete story of these advantageous drums... as 
well as on our line of smaller fibre cans for all 
purposes. 


SEE OUR EXHIBIT AT THE 17TH EXPOSITION 
OF CHEMICAL INDUSTRIES, GRAND CENTRAL 
PALACE, NEW YORK, DECEMBER 4TH TO 9TH. 


@SPARKLING NEW TRANSPARENT BOXES 


We're equally well known for cheery, glistening acetate 
packages that just about unzip shoppers’ purses! They're 
proved, par excellence sales builders. Don’t worry 
about costs—you'll be surprised to learn how we've 
licked the price factor! May we send you samples and 
full data? 


The little packs shown here do excellent jobs of displaying 
and selling De Luxe Kotex sanitary belts. 


The CLEVELAND CONTAINER Co. 


601 West 26th Street NEW YORK 


Other Plants: 
Cleveland « Detroit « Philadelphia * Chicago * Plymouth, Wisc. 











ALL-AMERICA PACKAGE COMPETITION c/o MODERN PACKAGING 
122 East 42nd St., New York, N. Y. 


Please send me 
Name Lessee COMpany 


Address ; Lsssessesssseeeeo City & State 
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* U.S. REGISTERED TRADE MARK OF 
THE GOODYEAR TIRE & RUBBER CO 


FREYDBERG BROS., INC. 
CONNECTICUT 


STAMFORD 





DESIGN TO FIT YOUR PRODUCT 
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= on CAN 
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You Knou Its Genuine 
when it comes in 
Sefton’s String Can 
liahter Y=Yol{-YoMelate ME ColitlX:14 


ROBBINS TIRE AND RUBBER CO. proof. 
Muscle Shoals, Ala. 


SEFTON FIBRE CAN COMPANY 


Plants —St.. Louis, Missouri ® New Iberia, Louisiana 
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MOST PACKAGES 
have hut tua sides 


THE OUTSIDE—It’s the outside of your 
packages that must be of assistance in 
attracting attention and creating the 
desire to buy. Among our 130 different 
packaging papers are many that may 
be used outside your package—fancy 
box coverings, Diafane, special waxed 
papers, all-over printed wraps, and 
a host of other papers that permit you 
to select the one exactly right for 
your individual package and its 


specific requirements. But don’ = 


get the other side of ye 


ing manuf 
Write for c 
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RIEGEL PAPER CORPORATION 
342 MADISON AVE. NEW YORK, N. ¥. 
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What's thes 
Answer? \Z 













W::.. jobbers reject merchandise received in 
unsalable condition, it creates trouble for 
you, your shipper, and your salesman—everyone 












is on the spot, and no one profits. 

To stop these losses you'll find jobbers suggest- 
ing cans every time because they know a canned 
product is not subject to breakage, spoilage, and 
the other factors which undermine profits and sales. 
Take a look at the sales losses you've sustained this 





year, then decide whether your product wouldn't 






be safer—gain wider popularity packed in a qual- 






ity can—made by Continental! 


oy There is hardly a product that wouldn’t 


be more acceptable packaged in a can — although 





” 


‘‘knowing how’’ may sometimes be a matter of 
laboratory research or package design. 
Continental offers complete facilities for deter- 


mining your requirements. Call upon us anytime. 


CONTINENTAL CAN COMPANY 


NEW YORK - CHICAGO - SAN FRANCISCO-- MONTREAL - TORONTO - HAVANA i 






Mm, AALUNOO 
WHEN YOU SAMPLE AND PACKAGE IN 


KIMBLE GLASS VIALS 


With more attention than 
ever befcre being paid to 
JaY-¥-Vid oW-Bale MB Ue Bo) do) c-Toi sto) aM 
the public demands safety 
and purity in everything 
it buys. Selling your 
product in attractively 
closured Kimble Glass 
Vials inspires buying 
confidence. Contents re- 
main clean, pure and safe. 


eo « ¢ “The Visible Guarantee of Invisible Quality *« « « 


KIMBLE GLASS COMPANY .... VINELAND, N. J. 


NEW YORK*++ CHICAGO*++ PHILADELPHIA ++ DETROIT++ BOSTON} 
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SEALS BOX BOTTOMS 
QUICKLY, RIGIDLY 





Bostitch Box Bottomer seals 
bottoms of fibre and corru- 
gated containers with stitches 
of steel. Several models (foot 
or motor operated) to suit 


your particular requirements. 





ee 





Unsightly sealing methods that disfigure the container 
need no longer discourage attractive container design. 
Instead of covering parts of your printed message— 
Bostitched flaps keep the surfaces free for selling. 
Bostitch stapling is always inconspicuous, space-sav- 


ing and neat. 


Moreover, Bostitching safeguards the contents—it 
doesn’t “let go” in dampness or refrigeration. Bostitch- 
ing also discourages pilferage—staples cannot be re- 


moved and replaced without detection. 


Investigate Bostitching—an economical and depend- 
able fastening method—and the best way to keep your 
carton’s surface free for selling. Write today for free 
booklet, “Bostitch in the Shipping Room.” Bostitch, 


56 Division Street, East Greenwich, R. I. 
























PARANITE WIRE AND CABLE CORPORATION 
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STAPLE IT 
FROM THE OUTSIDE! 


Bostitch Autoclench actually staples the 
top flaps of a filled carton after they have 
been closed—making a powerful mois- 
ture-proof closure that can hardly be 
seen. Put the Autoclench where you 
want the staple—press—and it’s sealed! 







EASY TO BUY... Rental 
or budget plans. 





EASY TO GROW... 


Pp 782 models 





liberal trade-ins 


Me 
*  BOSTITCH 


j EAST GREENWICH + RHODE ISLAND 
56 DIV 
EASY TO GET... 300 «pe IVISION STREET 
cializing representatives in 
81 U S, cities, 39 forergn 


countries 










EASY TO USE... Anvone 
can easily operate any 


f the 782 model ° 







2y/ 


EASY TO SUIT...18 research 
engineers fit Bostitch to 
your needs 
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RICHARD: M+ KRAUSE*+ INC 


52 SEAS. E VSR ST REEL. >: MEW eax 











A FASHION IN DESIGN 





We introduce at this time a design dictated by the current Fall Fashion, 





which reflects the adaptability of a subject when treated with an eye to the 


trend of Time. 


This endeavor to express on metal foil, the beauty and“eharra of Fashion. 





combines the talents of Artists, Engravers and skilled workers, employed for 


this purpose. The opportunities that offer themselves for application to box 


tops, wraps and seals are limitless. 


Our long experience in developing the beauty of box tops and box wraps, 


or labels is at-your disposal. Your inquiries entail no obligation. It will be our 


pleasure to serve you. 


DESIGNING—ENGRA VING—PRINTING—EMBOSSING 
RICHARD «+ M + KRAUSE + INC 


52 EAST 19th STREET NEW YORK,N. Y. 


Phone Algonquin 4-6760 


CHICAGO NEW ENGLAND 


A. J. ANDERSON ROBERT SHAW 
429 West Superior Street 136 Thorme Street 
Chicago, Ill. Bridgeport, Conn. 





PHILADELPHIA 
JAMES R. GILMORE 
1729 Arch Street 
Philadelphia, Pa. 

















EXTRAORDINARY 
NEW PREMIUM 


very cman Whuls 





Have you ever watched your Partner-for-Life 
iron your shirts? And sprinkle them (rather 
haphazardly) with drops of water picked up 
from a bowl with her fingertips to prevent 


scorching? 


We've developed a Federal sprayer that is a 
great premium, for it makes this chore much 
easier. Every housewife can appreciate the 
idea at once: it sprays a fine, silky mist that 
permeates the fabric. The result is far better 
creasing, smoother pressing, and quicker com- 
pletion than ever before dreamed of. 


Moreover, these same sprayers are perfect for 
watering house plants... for insecticides and 
... for disinfectants in the home! 


Big claims? Not in the least. These Federal 
sprayers are selling in tremendous quantities 
over leading hardware counters all over the 
country .. . at 50c per sprayer. 


We're offering them . . . for the first time . . . as 
premiums. Costs to you are ‘way low, even 
on first test lots. Write for prices today. 


FEDERAL TOOL CORPORATION 


400 NORTH LEAVITT STREET 


- CHICAGO 








A NEW STYLE FOR PACKAGES 


Obtain your sam- 


ple box of these new 


pe 


your bottles! Upon request, 


corks today! Try them in 


this box of modern corks will be 
mailed free of charge to manufac- 


turers of glass-packaged products. 








ERE’S a new idea for packag- 

ing merchandise in glass... . 
an idea that employs three basic 
principles of advantage to the sale 
of your products: 1. Dependable 
protection for your product against 
leakage and evaporation; 2. Max- 
imum convenience in opening and 
re-sealing your package; 3. A note 
of attractive decoration to catch 
and please the eyes of prospects and 
customers. Armstrong’s new styles 


in Embossed-Top Corks will bring 


these sales assets to your packages. 

Armstrong’s new Embossed-Top 
Corks have all the time-tested seal- 
ing dependability of carefully se- 
lected, resilient corkwood. And, as 
for convenience, a simple turn with 
the fingers removes one of these 
corks ...a tap and it’s firmly re-in- 
serted in the bottle neck. No waste 
motion. Easy as can be... just the 
type of seal for your bottle that 
your customers like to have. In 


addition, the attractive, new hard- 








wood tops harmonize with the lines 
of your modern glass containers. 

Try a set of these new Embossed- 
Top Corks in your packages. Ob- 
serve how their bright colors and 
modern lines dress up your bottles. 
A look costs you nothing. A letter 
from you will bring a sample box to 
your desk. No cost—no obligation. 
Address your request to Armstrong 
Cork Company, Glass and 


Closure Division, 916 Arch 





Street, Lancaster, Pa. 


ARMSTRONG’S EMBOSSED-TOP CORKS 
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You can escape from certain situations, but you 
cannot “run out” on a CONTAINER Quiz. It 
must be faced - and answered! % “NATIONAL” 
Container Service is alert and capable - ever 
ready to take over your Packaging problem. *% “NATIONAL” 
puts originality, enthusiasm, experience and metal-working 


skill into CONTAINER designing and developing. 
*TOO NEAR tothem - 
our problems are 
Haste eeneuttind- FACE your PACKAGING PROBLEM 


just as the Australian 


Lizard Dragon looks oh) “NATIONAL” dupport! 


savage, while actual- 
ly harmless. 
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Announcing 
100 PACKAGING 











Think of the Value to You 


of Information Such as This 


“Accurate production data—including information on 
accompanying production changes. 

Accurate market data—including information on adver- 
ising and display activities, market areas, etc. 
Comparative package data—indicating nature of every 
component part of both old and new package—showing 
every significant detail of change in sizes, prices, package 
materials, package designs, etc. 

Exceptionally detailed “before and = after’ photos, 
graphically picturizing to you the changes discussed in 
each case history. 

Supplementary shipping data—detailing weight changes 
in packages, changes in shipping units, and many other 
significant differences between the old and the new con- 
tainers. 

Production data—detailed information as to plant 
changes for handling, filling, sealing, packing or storing 
the new container. 
‘Comparative cost information—whether the new pack- 
age involved lower or higher costs, and exactly how much. 
‘Sales data—how the new container affected sales. 


‘Design data—the theory behind each change in design. 


Included in this unusual volume is a complete analysis of 
all 100 of the case histories, deducing, from these experi- 
ences of 100 leading packagers, general rules, axioms and 
guideposts for all package redesign activities. Now, at 
last, you have a sure means of guiding your own judgment 
in planning your own package changes and in judging 
changes proposed by others. Now, at last, you need no 
longer grope in the dark, but can arm yourself with the 
experience of 100 leading companies who know—by actual 
test—what to do and when to do it! 








Partial List of 
Cases Studied 


Dr. West’s Tooth Brush—Weco Prod- 
ucts Co. Ine. 

Vitalis Hair Dressing—Bristol-Myers 
Co. 

Green Giant Peas—Leo Burnett Co. 

Carter’s Ink—The Carter’s Ink Co. 

Palmolive Shave Cream—Colgate- 
Palmolive-Peet Co. 

Duff’s Cake Mixes—P. Duif & Sons, 
Inc. 

Eagle Pencils—Eagle Pencil Co., Inc. 

Bromo-Seltzer—Emerson Drug Co. 

Ex-Lax—Ex- Lax, Ine. 

Fitch’s Ideal Hair Tonic—The F. W. 
Fitch Co. 

Gulden’s Mustard—Charles Gulden, 
Inc. 

Higgins’ Ink—Charles M. Higgins & 
Co., Ine. 

Hoffman Club Soda—Hoffman Bev- 
erage Co. 

Johnson’s Wax—S. C. Johnson & 
Son, Ine. 

All-Bran Cereal—Kellogg Co. 

Listerine Tooth Paste—Lambert 
Pharmacal Co. 

Lifebuoy Soap—Lever Bros. Co. 

Flavoring Extracts—MeCormick & 
Co., Ine. 

Murine—The Murine Co., Inc. 

Necco Chocolate Peppermints—New 
England Confectionery Co. 

Sheaffer’s Skrip Ink—W. A. Sheaffer 
Pen Co. 

Shefford Cheese—Shefford Cheese 
Corp. 

Tennis Balls—A. G. Spalding & 
Bros. Inc. 

Sterling Salt—International Salt 
Co., Ine. 

Swift’s Premium Bacon—Swift & 


Co. 

Del Monte Peas and Peaches—Cali- 
fornia Packing Corp. 

2-in-1 Shoe Polish—Hecker Products 
Corp. 

Minute Tapioca—Minute Tapioca 
Co. 

Easter Egg Colors—Paas Dye Co. 

Rem—Maryland Pharmaceutical Co. 
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The Publication of 
CASE HISTORIES 


224. Pages — Over 200 Illustrations 


Here, at last, in a single volume, is gathered the experience of 100 leading package using companies 
in redesigning 100 of the best known and most significantly improved packages. No mere series 
of ‘“‘before and after’ packages. No mere surface reporting. But a deep and thorough-going 
analysis of the reasons that led to every change, of the manner in which the change was accom- 
plished, of the change itself, and of its effect on costs and on sales. 

Packagers and designers have long needed so thoroughly a documented study to serve as 
a guide to their own efforts, and only the thoroughly experienced staff of Modern Packaging could 
possibly have compiled this book. 

Now, in a case-bound, beautifully printed, profusely illustrated, 224-page volume, this 
hitherto totally unobtainable data is presented in clear, concise, case history form with actual 
figures, ““before and after’ pictures, accurate descriptions. 

No packager—no package supplier—no package designer—no one connected in any way with 
package planning can afford to be without the information this volume now makes available. 
It will show you all the pitfalls you must avoid, show you all the methods which prove most suc- 
cessful in planning outstanding package changes and in capitalizing upon these. 

100 Packaging Case Histories” is being published in a limited edition, specially priced at 
only $2.50 per copy. Sample pages and full information are available upon request. Write now 


to Modern Packaging to reserve your copy. Publication date, approximately October 20. 


MODERN PACKAGING 


BRESKIN PUBLISHING CORPORATION 
CHANIN BUILDING 122 East 42nd Street, New York, N. Y. 
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HE men of our Packaging Research Division have, by 
ji ieee skill, helped bring dramatic changes to the field 
of packaging. 

Their research has created a whole new set of facts 
about glass packages. 

Once glass was used only for haughty luxury products. 
Good designing and Owens-Illinois manufacturing efficiency 
have lowered the cost of glass to the level of —in some cases, 
below —the cost of many other materials. 

O-I designers have made modern glass containers start- 
lingly light in weight, which brings lower shipping costs. 
Yet strength has not been sacrificed. The practical designs 
and controlled quality of O-I containers make breakage a 
negligible item. 

O-I containers, both stock and private mold, have 
gained in beauty, in merchandising value, in utility to 
consumers, thanks to these wizards of glass. 

These developments mean that you can now give your 
products the selling advantages of glass—visibility, quality 
appeal, greater safety, extra convenience. Call in an Owens- 
IIlinois man to study your packaging problems—without 
obligation. He offers you the benefit of our research in all 
phases of packaging—containers, closures and shipping 
cartons. Owens-Illinois Glass Company, Toledo. 





Behind these glass walls, men 
of science are at work..for you 
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These smart glass containers show how Owens-lllinois designers combine prac- 
tical efficiency with the eye-catching beauty that helps you sell. Left to right: 
Modernized Imperial Oblong with smart Lustrseal cap. The new Owens-Illinois 
O-I Oval, lightweight but decorated, for many food products. Streamlined 
Boston Round with Lustrseal cap, handsome general purpose container. 


LLINOIS 


COMPANY 














COMPLETE PACKAGING SERVICE—CONTAINERS —TUMBLERS —CLOSURES—SHIPPING CARTONS 
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SHAVE BOWL 














1. Based upon two carefully designed plastic reuse containers, the utterly masculine 
“His” line should prove completely attractive to both male and female gift purchasers. 


GIFT PLANNERS ARE TRADING UP 


The rising business curve of spring and summer and par- 
ticularly the steady rise in retail sale consumer goods 
has led manufacturers of luxurv items to hope for the 
best gift-selling season since pre-depression days, and 
to plan their gift assortments and gift packages carefully 
with the extra fillip which the European situation has 
given to industry and particularly toemployment. This 
trend which was at first pursued haltingly has taken 
on proportions of a wave. 

The present movement contrasts sharply with the gift 
packaging developments during the last five or six years. 
Then the emphasis was principally upon ‘‘flash,"’ upon 
making low-cost merchandise look attractive in the 
store and upon giving it some slight reuse value without 
introducing anything particularly substantial within the 
package which might lead to an increase in costs. In 
contrast, today, the feeling seems to be that some in- 
crease in retail selling cost is not only justified but will 


2. The refill feature of the “His’’ talcum 
dispenser is here clearly demonstrated. 


Holiday goods indicate trend toward more elabo- 
rate and better thought out package designs 


meet with consumer approval. Hence, while “‘flash,”’ in 
the sense of eye-compelling appearance is not neglected, 
the major emphasis seems to be upon the substantiality 
of the package and its continued attractiveness and use- 
fulness whenever reuse features are involved. 

That this trend pervades a very large segment of the 
gift-supplving industries is demonstrated by the examples 


It will be noted that here included are 


on these pages. 







































both men’s and women’s toiletries, men’s clothing 
accessories and food items in which the package reuse 
value is found in terms of household decorations. 

In the men’s toiletry field, House for Men, Inc., has 
produced a complete line of toilet articles numbering 
some 16 different items and available in a number of gift 
assortments and in matched sets. All are designed with 
the thought kept constantly in mind that the bathroom 
cabinet or the traveling case may be kept just as neat and 
tidy as any other portion of the house. 

Under the trade name, “‘His,’’ they have built their 
line around two molded plastic packages, a talcum dis- 
penser and a shaving bowl, each of which boasts a 
number of unique devices not the least of which is an 
unusual and instantly apparent substantiality. The 
shaving bowl seeks to get around difficulties inherent in 
previously marketed wooden bowls (warping, water 
absorption, staining, etc.) by utilizing a molded phenolic 
compound. It is designed to easily fit the hand and to 
obtain a secure seat on even so insecure a perch as the 
washroom shelf of a lurching railway carriage. To 
make for convenience when used in the traveling kit, 
the cover of the bow] is designed to lock into place. The 


3. The Larsen Baking Co. fruit cake gift con- 
tainer is here shown as it appears when deliv- 
ered and in one of its varied reuse incarnations. 
The bowl may also be used, it is suggested, 
as a bread basket, nut bowl or fruit bowl. 


raised hand grips, located on the cover and planned to 
make for ease in opening, serve a dual function in that 
they are so placed as to provide a handy perch for the 
shaving brush. Finally, since the bow] is long lived and 
since it is desired to encourage continued use by the con- 
sumer of the products of this company, the bowl has 
been designed to accept re-fill cakes of soap which are 
available for purchase at lower cost than the original 
package. 

As a companion piece, ‘‘His’’ talcum powder utilizes 
a molded plastic dispenser topped by a brass self-closing 
sifting spout and equipped with a removable threaded 
bottom disc which permits the removal and replacement 
of specially designed paper tubes of powder. Thus, 
once again, the luxury and seemingly high cost of the 
package is justified in the consumer’s mind by the fact 
that it is not merely a package, but is a long lived shav- 
ing accessory for which low-cost re-fills may be pur- 
chased very much in the manner in which the consumer 
purchases new blades for his life-time razor. 

For gift sale, the individual packages or assortment 
combinations are supplied in black flint paper covered 
set-up boxes with the few words of decorative lettering 


4. The luxury cookie assortment is shipped in a gleaming copper hemisphere topped with 
transparent cellulose and ribbon tied. When emptied of its contents, the attached bead 


chain converts it readily into a hanging bowl for flowers 








trailing vines. 
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5. Piorieer belt and buckle sets appear in a series of leather or fabric covered metal containers as well as in set-up paper 


boxes, all designed both for display and potential reuse as utility containers. 
The novelty “8 ball’’ package as well as two of the series of utility containers are here shown. Note 


used by Pioneer. 


6. Molded plastics have long been 


the absence of identifying markings on the molded packages which would reduce their reuse value to the consumer. 


reproduced in bright gold. The box bases utilized gold 
pyroxylin papers and are designed to serve as display 
platforms for the gleaming black packages. Gold wipe- 
ins and gold foil labels, printed in black, match the brass 
of the talcum closure and serve to carry out the gold and 
black color scheme. 

In a completely different field, Larsen Baking Co., Inc., 
has followed the same tendency, although it must here 
be remembered that this firm has for a number of years 
traded up its Christmas fruit cakes in specialty packages 
with which its route men and sales agents book retail 
Christmas business as early as September. This year two 
packages have been developed, both utilizing attractive 
copper reuse pieces possessing both decorative and utility 
features designed to appeal to homemakers. 

For its fruit cakes, the Larsen Baking Co. offers a 
gleaming copper basket reuseable as a flower basket, nut 
bowl, fruit bowl or bread basket. For a newly intro- 
duced so-called luxury assortment of biscuits, a hanging 


7. Even children’s belts may be attractively packaged to enhance both display and utility. 
light or whistle as a premium feature, particularly attractive to young recipients. 8. 
folder is here inserted in a wood and metal cocktail tray. 





basket has been introduced, designed for reuse as a carrier 
for trailing vines. 

Particularly interesting is the manner in which both 
of these packages are merchandised. The cost of the 
container is made readily apparent to the consumer. 
Thus the 3'/2 lb. fruit cake is quoted to the consumer as 
selling for $2.40. The copper bowl is priced at $2.50. 
The total value of $4.90 is offered at a special club price 
of $3.70 very much in the manner in which magazine 
subscriptions are clubbed at a saving. To further en- 
courage the purchase of these items by regular Larsen 
customers for gift-giving purposes, route men are per- 
mitted to book orders during September and October 
and to accept weekly payments which will result in the 
completion of payment at about the time of delivery 
before the holidays. 

Old hands at delighting the public taste for gift con- 
tainers are the Pioneer Suspender Co., who have for 
many years promoted reuse novelties and attractive con- 


These items carry search- 
The standard Pioneer suspender 
The belt is inserted in a die-stamped metal ash tray. 


7 8 

































tainers as a means of winning an increased consumer 
acceptability for belts, suspenders and garters during 
the Christmas season. The trading up tendency is defi- 
nitely noticeable in the Pioneer 1939 line, both on the 
lower priced items which utilize simple but extremely 
attractive folding cartons and set-up paper boxes and on 
the more highly priced and more substantial packaged 
gift items which use molded plastics, woods, metals and 
fabrics in various combinations to achieve sales and dis- 
play appeal and reuse qualities. 

The line includes such novelty items as a giant ‘8 
ball,’’ molded of black phenolics. The line is colorful 
and yet not gaudy. In the more popular price ranges, 
color is used to a great extent and as the holiday sets go 
up in price, there is a marked subduing of the package 
until the highest price ranges are reached and the pack- 
ages become extremely simple and dignified. 

Nowhere on any Pioneer holiday package is there 
holly or a Santa Claus, or anything else that definitely 
indicates Christmas. There is a very good reason for 
this—Pioneer packages on the holiday line are gift pack- 
ages rather than Christmas packages, with the result 
that retail stores that might carry over a few of these 
packages can still use them for any gift-giving purposes 
after Christmas. 

There is a balance between packages that have reuse 
value and those that have not. In other words, the 
company has resisted the temptation to “‘go hay-wire”’ 
for one type of package as against the other, but instead 
has tempered its judgment with a thorough knowledge 
of the consumer market. They realized that there are 
three types of shoppers during the Christmas season. 
One type, to which money is no object, is usually in the 
market for a gift that has dignity. Another type con- 
sists of the people who are everlastingly looking for 
“something different’’ and to this type the utility pack- 
age is in many cases the complete answer. The third 
type of holiday shopper has a definite budget and must 
make that budget reach. The problem then becomes 
one of selecting a gift that will not cost a great deal of 
money but that will look as though it had. To this 
type of purchaser, the utility packaged gift is definitely 
the answer. 

The Pioneer holiday package set-up clearly indicates 


9. Left: The three Yardley gift assortments are shown, both open 
and closed. Note how their lids are designed to enhance dis- 
play values. Note also the restrained use of the Yardley name 
to encourage reuse of the containers after the products have 
been removed by the consumer. 10-11. Metal diecasting, glass 
and molded plastics are used in these extremely decorative 
Hickok reuse containers designed quite as much to attract the 


wife who gives the belt as the husband who receives it. 


that the company thought in terms of various consumer 
activities in developing the line. For example, there is a 
beautiful leather traveling kit with a zipper closure in 
which the company packs a belt and jewelry buckle. 
The thought behind this item is not just that of getting 
a package that might find some reuse after the merchan- 
dise has been removed, but, instead, to find a package 
that would fit into a definite need of a certain type of 
man. Unquestionably, any man that travels needs some 
sort of a kit with a water-proof lining in which he can 
pack shaving brush, tooth paste, shaving cream, etc., 
and this package of Pioneer's fills the bill completely. 

Another type of consumer that has not been over- 
looked is the one that has a large number of gifts and a 
limited budget. For this type of buyer, Pioneer has de- 
veloped a number of different garter sets packed in Bake- 
lite containers some of which are suitable for reuse as 
ash trays, others as cigarette humidors or trinket boxes. 

Whereas, heretofore, most utility packages in the belt, 
garter and brace industry have been smokers’ accessories, 
Pioneer has gotten away from this in the development of 
a beautiful copper, wood and chrome serving tray in 
which a pair of braces come packed. Naturally, a tray 
of this sort has a strong appeal to women and many a 
woman will this Christmas purchase this set for her 
husband in order that she can have the tray to use after 
he has removed the braces from it. 

A very important thing to note in studying the Pioneer 
gift package set-up is the total (Continued on page 98) 
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1. Laboratory test box made from 
prefabricated shipping envelope. 
All seams are carefully sealed. Note 
the glass window for observation. 
Automatic recorder for relative hu- 
midity and temperature is installed to 
measure interior conditions during test 
period. 2. Group of test boxes 
being subjected to varying external 
conditions of temperature and relative 
humidity. Note condensation on 
inside of window of center box, 
which contained no Protek-Sorb. 


MOISTURE DAMAGE ELIMINATION 


by R. B. STEVENSON* 


For years, damages from moisture losses have cost ship- 
pers enormous sums of money. These losses include 
those caused by rusting or other corrosive action, by 
bacterial growth such as mold or mildew or by damage 
to labels often requiring re-labeling and sometimes com- 
plete re-packing of individual containers. Losses are 
limited not only to the value of a particular shipment or 
its cost to recondition, but their burden is very often re- 
flected much more expensively by the loss of some valu- 
able but highly competitive market. 

To combat these and similar losses, research has pro- 
vided water-proof papers, strong containers and improved 


* Silica Gel Department, Davison Chemical Corp. 
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proposed by new method utilizing dehy- 
drating agents placed within sealed containers 





packing methods. Encouraging progress has been made, 
but in spite of the diligent application of these improve- 
ments, moisture damage has continued as a sometimes 
hidden, but nevertheless definite cost item that can and 
should be eliminated. 

Practically all corrosion troubles arise from the com- 
bination of the action of air and water. The relative 
humidity, or per cent of saturation, of the air to which any 
given article is exposed is a principal index of the rate of 
corrosion. Although dry air does not permit moisture 
damage, it must be clearly understood that complete 
saturation with consequent condensation and sweating 
need not obtain to produce corrosive results. It may be 








conceded that the presence of free water is a most cor- 
rosive condition but it is equally as important to under- 
stand that corrosive action and other types of moisture 
damage will take place even though the moisture con- 
tent of the air in which the products are stored or shipped 
is not saturated. 

It has been concluded, through repeated tests, that 
products, packed in containers in such a manner that the 
relative humidity inside the container exceeded 30 per 
cent, showed signs of moisture damage in a short time. 
Conversely if the relative humidity inside a container is 
maintained below the point of 30 per cent, protection 
would be assured. 

Maintaining a low relative humidity would appear on 
the surface to be a simple problem, as it would seem that 
if the product were packed in a sealed container in an air 
conditioned room the relative humidity could be brought 
below 30 per cent inside the container. However, those 
familiar with the inverse relationship of temperature 
and humidity will appreciate that the relative humidity 
will rise rapidly with a drop in temperature. For ex- 
ample, a container packed at 70 deg. F and 30 per cent 
relative humidity would prevent corrosion as long as it 
remained at these conditions. But if it is subjected to a 
temperature drop, the relative humidity will rise above 
the safe value of 30 per cent. If this same container is 
allowed to cool down to 50 deg. F, the relative humidity 
will necessarily rise to 62 per cent well above the value 
that permits moisture damage. If further cooling takes 
place, for instance, down to 4o deg. F, the relative humid- 
ity will rise to gt per cent and if the temperature drops 
to 37 deg. F, or lower, the entrapped air will be saturated 
and condensation of free water will take place. 

Therefore, it is evident that air that may not be con- 


3. Twelve containers sealed for long-term tests. In each were placed 
metal samples subject to moisture damage. A\lll samples removed from 
unprotected containers were corroded, while those taken from 
boxes containing Protek-Sorb maintained their original bright finish. 
4. Laboratory apparatus set up to measure quantitatively the rate 
of moisture-vapor diffusion through various types of packing materials. 


3 





ducive to corrosive action at the time the shipping con- 
tainer is sealed, may quickly change to a dangerous con- 
dition as its temperature is lowered through normal con- 
ditions of handling and shipping. 

From the foregoing, it would appear that the use of a 
material or method to control the relative humidity 
within a reasonably moisture-proof container would 
seem to assure safe delivery of products at destination. 
The Davison Chemical Corp. has developed a product, 
known as Protek-Sorb, which removes the actual and 
fundamental cause of moisture damage, i.e., the moisture 
vapor itself. Although precautionary in nature, the 
method is not merely a protective measure. It may be 
said to be corrective in the sense that it recognizes the 
fundamental cause of moisture damage and operates in 
a manner which tends to remove that cause rather than 
simply to protect against it. 

Protek-Sorb is an inert, granular dehydrating agent of 
cellular construction. Sealed within the shipping con- 
tainer, it reduces the relative humidity of the enclosed 
air as the moisture vapor is drawn by adsorption into 
and held within the pores of the material. One lb. of 
Protek-Sorb is capable of taking up and holding approxi- 
mately 1/2 lb. of water. 

Although in appearance its smooth surfaces resemble 
those of quartz crystals, each granule is made up of a 
maze of microscopic pores. These pores are estimated 
to be smaller than the wave length of light and hence 
cannot be detected even with the aid of the most power- 
ful microscope. To understand something of its struc- 
ture and its adsorptive capacity, it is interesting to note 
that only one cubic inch of Protek-Sorb has a total pore 
surface area of 7,500,000 sq. in. Through physical 
means (surface adsorption and (Continued on page 62) 
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1. A new bath essence—Jeurelle’s Ecume de Menthe—is pack- 
aged in a novel manner. A green 1!/2 pt. bottle is decorated with 
a foil wrap around its neck, under which is found a cork closure 
A die-cut cardboard label hangs from the bottle neck by a metal 
chain. The company name appears on a small neck label to further 
identify and dress up the container. The sales carton bears an 
all-over pattern of the product name, the pattern making for good 
display values. Designed by Josephine Von Miklos. Carton by 
E. J. Trum, Inc. Label by The Foxon Co. 


2.” M. V. C. Laboratories, Inc., have added to their line of nail 
polishes a new color known as ‘Firecracker Red.’ Seeking a novel 
way to bring this new polish to the attention of toilet goods buyers, 
the company hit upon the plan of sending it out in mailing tubes 
designed to imitate large firecrackers. The fibre mailing tube has 
tin ends, one end having a short piece of string inserted in it to 
further the firecracker simulation. Red paper, properly addressed, 
is glued to the fibre body of the tube, thus achieving a package 
suitable for mailing. Mailing tubes by Aetna Paper Products. 
Bottle by the Owens-Illinois Glass Co. Closure by the Wheeling 
Stamping Co. Lebel by Wheeler-Van Label Co. Package 
designed and wrapper and string applied by M. V. C. Laboratories 


3. An example of effective simplicity is the family package design 
created for Bersted’s Fostoria brand products. In each package, 
the same pleasing arrangement of type and rules is overprinted on 
a linen weave stock pattern. The packages, with their related 
design and construction, lend themselves to efective mass display 
and present a pleasing appearance on the shelf. The containers 
require no additional wrapping for shipment and do a selling job 
in the store or en route to the consumer's home. Packages by 
The Hinde & Dauch Paper Co. 


4. The Skol Co. introduce their newly packaged antiseptic cream 
in distinctive private mold containers in 2 oz. and 4 oz. sizes. 
No label is used on the jar itself, the commercial message being 
confined to the lithographed cap. The container is ribbed in 
design to give a sparkling, cut-glass effect, making a package of 
outstanding appeal on the shelves of the retailer. After the contents 
have been removed, the jar may be utilized, if desired, as a container 
for the dressing table. Private mold container designed and 
manufactured by the Hazel-Atlas Glass Co. 


5. Foaming Bath Sachet is appropriately packaged in a ‘bubble 
box" which is so termed because of the glistening Plastacele bubble 
incorporated in its lid. Through the bubble “window” the con- 
sumer can see the name of the sachet fragrance packaged within. 
Further identity of fragrance is achieved through the use of color. 
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The box, it would seem, might well be utilized as a scented hand- 
kerchief case or glove and hose box after the sachet has been 
removed. Designed by Leonard Arthur Wheeler for Bathashay 
Distributors. Container by Hersee Paper Box Co. Plastacele, a 
product of E. |. du Pont de Nemours & Co., Inc. 





6. Phoenix coffee, packed by Schnull & Co., is appearing in a 
new vacuum pack tin, with key opener, in 1 lb. and Q Ib. sizes. 
The new container, as contrasted with the old seen at the left, is 
bright red in color and carries on front and back panels the brand 
name lithographed in white, with the company trade mark pictured 
in black, white and yellow above the brand name. Side panels 
carry name of firm, weight of contents, etc., in compliance with new 
Federal Trade Commission rulings. The treatment is modern, simple 
and the visibility greatly improved. The old tin, with paper label, 
necessitated opening with a can opener while the new package is 
key-opened. Tin container by Continental Can Co., Inc. 


7. Here's a convenient combination package-dispenser for Saravel 
face powder. A quarter turn of the glass receptacle dispenses 
enough powder into the wedge-shape tray for immediate use. 
The powder, protected under the glass inclosure, need never be 
exposed to dust or dirt and thus remains fresh and fragrant. A 
simply desianed lid tops the powder tray. Box by E. N. Rowell 
Co., Inc. Glass inclosure by L. J. Houze Convex Glass Co. 


8. An attractive and protective package is achieved for Harris 
braces through the utilization of a printed transparent wrap which 
permits a full view of the product through the die-cut window in 
the carton while, at the same time, protecting the suspenders against 
handling and dust. The wrap is printed in silver, red and yellow 
with the central portion left transparent so that the product can be 
clearly seen. At the top of the package, another section of the 
wrap has likewise been left unprinted so that the illustration, 
printed on the carton, can show through. Transparent material, 
Sylphrap, a product of the Sylvania Industrial Corp. Wrap printed 
by the Crystal Transparent Manufacturing Co. 


9. Anew Ruppert beer has been announced by the Jacob Ruppert 
Brewery and with the new brew comes a new package. The 
labels are executed in maroon, gold and white with the caps carrying 
out a similar color scheme. Knickerbocker beer will be advertised 
3s ‘the beer that made the old days good” and the tie-in of the 
package with the proposed advertising campaign is nicely effected 

n the label appears the message, ‘‘old style’’ and on the caps is 
an illustration of an old Dutch settler. Bottles by the Owens- 
Illinois Glass Co. Caps by the Crown Cork & Seal Co. Labels 
by Sackett & Wilhelms Lithographing Corp. 


10. Gasoline gauge fluid, a product of Flare Laboratories, is 
available in an ingenious dropper-container which not only fully 
protects the fluid against leakage or spillage, but permits the insertion 
of the fluid into the gasoline gauge with a minimum of trouble 
The fluid vial is equipped with a rubber nipple to facilitate insertion 
of the fluid. A cellophane seal is broken under the nipple and the 
nipple replaced. The tip of the vial is sealed and the bead must 
be broken off with pliers or instrument in order to make the fluid 
available. The fluid is then ready for the gauge. Vials by the 
Kimble Glass Co. 
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11. Streamlined and handy-sized is the Atomette 
penser and a product of the Atomette Co. A glass vial of perfume 
is inserted in the bullet-shaped plastic case which has a dispensing 
device incorporated in its closure. The dispenser is made of alumi- 
num and works on the vacuum-suction principle, and, it is reported, 
the unit is leak-proof and spiil-proof. The Atomette is available in a 
variety of color combinations. A tassel, of the same shade as the 
closure, completes the ensemble and makes the Atomette easier to 
locate in a crowded purse. Case molded by the Chicago Molded 
Products Corp. of Plaskon. 


12. Elkram & Co. last year introduced Anchor carving pins and 
this year the company introduces a complete carving set. A set-up 
box with hinged lid provides both a display setting in the store and 
a storage container in the home. The base of the container is cov- 
ered with a buff suede paper while the lid of the box is covered 
with green suede paper. Instructions for use of the product is 
printed on the bottom of the box. Container by Saul and Sons. 


13. A little presentation being utilized by a diverse number of 
companies is a shoe or furniture polishing cloth which is imprinted 
with the company name and pertinent information concerning that 
company’s product. The cloth is inserted in a transparent Sylphrap 
bag through which the message on the cloth can be clearly seen. A 
card bearing information on the cloth, the uses to which it may be 
put, etc., is likewise inserted in the bag. Thus the recipient of the 
useful gift always has the name of the donor before him, whether 
the cloth is in or out of the bag. Sylphrap, a product of the Sylvania 
Industrial Corp. 


14. Rodite, a prepared rat bait in the form of a cracker, has been 
placed on the market by the West Disinfecting Co. The product is 
packaged in an attractive lithographed carton which quickly tells 
the consumer what is contained within the package. The striped 
panel of red, gray and black with the red panel bearing the product 
name and information on the product combine to make for interest- 
ing mass display effects. Note the unusual type of locking carton 
tab. Designed by Arthur S. Allen. 


15. A newcomer in the Osilvie Sisters line of hair and scalp 
preparations is the hair freshener kit containing hair and scalp fresh- 
ener and creme-set. A bright white set-up box, with moss green 
3nd apricot trim, holds the two items in a die-cut base. The box 
locks together by means of a button-type glove fastener. Designed 


by Bond Morgan. Container by the Ace Paper Box Co. 














REDESIGNED TO FOIL TAMPERERS 


The Zenith Radio Corp. discovers sales advantages and the road to 
dealer goodwill through a new tamper-proof metal ended fibre can 


The Zenith Radio Corp. has taken a leaf from the sales sive equipment, to reclose these containers over substi- 
book of some of the major oil companies in applying the tuted tubes. 

factory-sealed can idea to its Zenith radio tube packages. In contrast, each Zenith radio tube is now sealed at 
Formerly these tubes were kept packed in cartonboard the factory in a tamper-proof container combining fibre 
cylinders with ends stapled in place and supposed to side walls with metal ends. This container can only be 
achieve a high degree of tamper-proofness. While they opened by the pressure of the thumb upon spots indi- 
did achieve such tamper-proofness to a degree, two cated on the package. Once the can is opened, it cannot 
weaknesses were found in this type of package. be closed or used again for any purpose. 

First, the seals were broken in the normal process of The new form of package protects the good name of 
handling and displaying the tubes and thus dealers were the tube dealer who wishes to offer his tube customers 
made suspect where no guilt was involved. On the visual evidence of fresh factory-packed stock; prevents 
other hand, those who really went to the trouble were unscrupulous persons from using the same package over 
able to overcome the tamper-proofing features of the and over again to hold old repaired tubes to be palmed 
container, substituting used tubes or sub-standard tubes off as new. 
for the original cantents and reclosing the container in Advertising and sales promotion material will stress 
a form which was acceptable to a casual consumer who the thought ‘‘Be sure the radio tube you buy is new and 
was not particularly on guard for tamper-proofing. fresh from the factory.’’ A 1-year guarantee, beginning 
Thus the impact of the consumer's later objections was with the time of purchase by the ultimate consumer, is 
directed entirely against the maker of the tubes instead packed inside the newly developed fibre can with each 
of against the guilty party—dealer or clerk. Further- ““factory-fresh’’ tube. 
more, it was possible for open containers to be gathered In design, the new can is essentially similar to the old 
up by parties interested in what might be termed ‘‘in- carton, but presents a far neater appearance because of its 
dustrial forgery’’ and through the purchase of inexpen- sharply defined rectangular (Continued on. page 62) 


At the left is seen the old tube 
container, the round shape of 
which made it difficult to stock 
and stack. The new metal ended 
fibre can, at the right, is re- 
ported to have measurably in- 
creased dealer goodwill while 
protecting the product against sub- 
stitution of used or forged tubes. 
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A NEW SALVO 


The 1939 line of Cannon Mills towel and sheet gift pack- 
ages is larger and more elaborate than previous endeavors. 
This company has carefully developed its sales policies 
and techniques of approach to the public so that, by this 
time, it possesses a sound backlog of gift-planning experi- 
ence and knows much of what is sound and effective. 














































Packages this year, as in the past, get major attention as 
a sales-stimulating medium. 

The packaging history of Cannon Mills goes back to 
1929. From that year through to 1933, cellophane wraps 
were utilized. During this period, the emphasis was 
placed on the way in which the towels and other pieces, 
such as face towels, wash cloths and bath mats, were 
folded or rolled to make a pleasing combination. The 
cellophane wrap permitted complete visibility of the 
contents while protecting the product against dust and 
handling. In 1933, a closet box was introduced which 
was likewise sold as a gift container. This package was 
a standard type of flat set-up box and was covered with 
a fancy polka-dot paper. In 1935, the company again 
utilized only one gift box which was again a flat set-up 
box covered with silver paper and with a design incor- 
porated on the cover. 

It was in 1936 that the first line of holiday gift sets 
were used. Four gift containers were developed, each 
box containing a different combination of towels. In 
1937 the numrter of gift sets was increased to five boxes, 
ard the styles and appearance of the containers improved. 
In 1938 many improvements were again made based on 
the company’s accumulated experience. Eight holiday 


1. Combination towel and sheet set in a novel six-sided set-up box. 
2. This ‘‘floral chest’ utilizes a transparent cellulose front panel 
through which is revealed the sheets and pillow cases and a bouquet 
of flowers. 3. A novelty item added to the line is a flower bas- 
ket in white, fitted with towels and decorated with ribbons and flow- 
ers. 4. An oval shape acetate box with a solid blue base with pink 
and blue cover for towel sets. The ends of the container are deco- 
rated with clusters of pink and white apple blossoms printed directly 
onthe acetate. 5. The ‘colonial box”’ is a good looking container 






FROM CANNON 


towel gift boxes were utilized, this number enabling the 
company to have a choice of two boxes in each of the 6 
popular price ranges. In the current year, eleven towel 

gift set boxes are being used. These packages are more 

elaborate than any of the previous gift containers. This & 
year also marks the first complete gift set line for sheets. 
Six differently styled containers are used and two com- 
bination gift sets, including both sheets and towels, are 
being introduced for the first time. 














































In design and decoration, the sheet sets are closely 
related to the towel gift sets. The same general color 
scheme has been used throughout, making possible the 
use of all the Cannon sets in combined window and store 
displays. Set-up boxes, with and without hinged lids, 
transparent cellulose windows and novelty shapes are all 
adapted for use in presenting the 1939 gift sets. The con- 
tainers, generally, accomplish two things: one, they 
provide a fine display setting for the products and two, 7 
they transform a utilitarian product into a gift item. 
An added feature, in some instances, is the re-use possi- 
bilities achieved. Thus a basket container may be used 
later as a flower container in the home and a hat box has 
obvious reuse value. 

Coincident with the release of the new gift containers, 
Cannon Mills has published an elaborate booklet which 
gives helpful hints to dealers as to the most advantageous 
ways in which to present the towels and sheets. Such 
displays are naturally aided by the colorfully designed 
gift containers which, when massed together, form a 
display by themselves. 


with a white rope design on a pink and blue background. 6. This 
chest with hinged lid contains a sheet and towel set in matching colors. 
7. A brilliant floral design decorates the inner and outer surface 
of the gold foil-covered hinged lid of this chest. The box thus 
serves as an attractive display setting for the towels when the lid 
israised. 8. Another set-up box with hinged lid which is similar to 
the chest utilized for towels. 9. The floral motif is again utilized for 
this towel gift set. A window permits a view of the product which 
is brightly surrounded by the flower-decorated lid and side panels. 





OCTOBER 1939 43 














rey 





ret 
e 
4 


2 





44 





soe 





— 


aia 


AL 


PARLOR 





TONSC 


MODERN PACKAGING 






1. First prize winning display 
in the department store group, 
created by the Emporium of San 
Francisco, utilizes a humor- 
ous rendering of the old 
fashioned barber shop theme, 
tying in perfectly with the 
ceramic shaving mug of the 
Old Spice line. 2. Second 
prize winner in the depart- 
ment store group, created 
by Chandlers of Boston, em- 
phasizes the Father's Day 
theme and likewise utilizes a 
humorous note. 3. The barber 
shop themereoccurs in this third 
prize department store win- 
dow display created by Crow- 
ley, Milner & Co. of Detroit. 


PACKAGES EARN DISPLAY EFFORTS 


Many months ago, the toiletry industry was startled by 
the appearance of a rapidly growing new line of products 
built around an Early-American theme, with packages 
designed for inherent beauty, for utility, and to express 
the early American keynote. 

In September, 1938, a men’s line was added and a 
number of stores, notably the J. N. Adams Co. of Buffalo, 
found sufficient interest in the various packages and in 
the all-pervading theme to voluntarily create original 
window displays. 

On the basis of the Adams company experience, 
Shulton, Inc., sponsored a nation-wide display contest, 
timed to coincide with Father’s Day. Two sets of 
prizes—for large city department stores and for smaller 
stores—each including a first prize of $250, a second prize 
of $100 and a third of $50. Stores were encouraged to 
build displays utilizing the packages of that line to pro- 
vide the keynote for a full window on the Early-Ameri- 
can theme. 

Pictures poured into the Shulton offices from all over 
the country, so that when the judges met, late in July, 
they were confronted with literally hundreds of window 
displays created by active minds in stores throughout 
the country, and judged on the basis of the creative in- 
spiration involved and of the sales value of the display. 

The judges, W. Bayard Okie, Jr., display consultant, 
Elmer Sheets, editor of ‘‘Toilet Requisites,"’ and L. G. 
Wesley of the Wesley Associates, awarded first prize to 
W. W. Rowley, display manager of the Emporium in 
San Francisco, for achieving the best balance of all their 
points. Under the caption of ‘‘Tonsorial Parlor’’ were 
two original cut-out figures—an animated gay nineties 
barber with long mustache and checked trousers, and 
his darky porter named Oscar. The use of the merchan- 
dise, which is packaged in old fashioned porcelain mugs 
and bottles, was particularly effective. 

Second and third prizes, respectively, were won by 
Peter Knempel, display manager of Chandlers in Boston 
and G. L. Heidt, display manager for Crowley, Milner 
& Co. of Detroit. 

In class B, for smaller stores, the first prize of $250 went 
to F. C. Madole of the W. B. Stevens Pharmacy in Ocono- 
mowoc, Wis. Mr. Madole chose the ship background 
which Shulton offered, depicting the Mt. Vernon, early 
American trading ship, exchanging broadsides with a 
French cruiser in 1799. Around this were arranged old 
wooden piles from a dock—fishnet, an old map, and 
various other antique maritime objects. The use of the 
merchandise was most effective from the sales value 
standpoint. 

The second and third prizes, respectively, were won 
by Thomas E. McConnon of the (Continued on page 102) 


Shulton, Inc., finds dealer cooperation on display crea- 
tion easily attainable because of unique package theme 





4. Main feature of the first prize winning smaller stores dis- 
play, created by the W. B. Stevens Pharmacy, is a blow-up of ‘a 
Shulton poster. 5. Wallace Drug Co. of Endicott, N. Y., built 
its second prize winning smaller stores display in the form of 
a spice dock, providing a perfect platform setting for the various 
packages. 6. Red Cross Drug Co., Santa Barbara, Callif., 
combined antique furniture with the Old Spice packages to 
form this unique third prize winning smaller stores display 
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Food Stamp Plan Expansion 


Gradual expansion of the food stamp plan (discussed in 
Modern Packaging, April and June 1939 issues) has 
been announced by Secretary Wallace of the Department 
of Agriculture. 

In pointing out some of the results of the experimental 
operation of the plan in Rochester, Mr. Wallace noted 
that ‘‘food sales in Rochester have increased beyond the 
amount represented by blue stamp purchases. Aggres- 
sive merchandising, advertising and sales campaigns, as 
well as special displays, have contributed to this result. 
The entire food industry has worked together to bring 
about this broader market for farmers with surpluses 
of various kinds to sell. 

“In all instances merchants participating in the plan 
have received payment for their stamps from the Treasury 
Department within a few days from the date of accept- 
ance. Banks have cooperated in the redemption of the 
stamps, as a service rendered for both depositors and 
non-depositors. 

‘In the period from May 16 to July 15, expenditures 
in Rochester by needy families with blue stamps were 
valued at about $123,000, according to studies made. 
These stamps were used to purchase approximately 
147,000 pounds of butter, 155,000 dozen eggs, about 
318,000 pounds of white and graham flour, about 37,000 
pounds of prunes, about 80,000 pounds of dry beans, 
17,000 pounds of corn meal, 5700 boxes of oranges and 
1600 boxes of grapefruit. 

“Stated in percentage terms, this means that about 
32 per cent of the blue surplus stamps were used for 
butter, 30 per cent for eggs, 8 per cent for white and 
graham flour, 2 per cent for prunes, 3 per cent for dry 
beans, 1/2 of one per cent for corn meal, and 24 per cent 
for oranges and grapefruit. These percentages will vary 
with the dietary habits in different parts of the country. 
In Birmingham, for example, corn meal will move in 
much greater volume than in Rochester. 

“Close study has been made of sales in low, medium 
and upper income areas in Rochester. On the average, 
total weekly food sales among a representative sample 
of retail stores in the low income area are 12 per cent 


higher, in the nine weeks of the program ending July 15, 
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than in the four weeks prior to the program. After 
excluding sales of commodites purchased with blue 
stamps, which supplemented regular food purchases, the 
average weekly value of food sales in the low income 
areas during the experimental period was about 6 per 
cent above the weekly average prior to the program. 
This meant that for every government dollar spent, 
through normal trade channels, that dollar’s worth and 
an extra dollar's worth of food was sold. 


‘Among intermediate income stores, total weekly 
sales were 8 per cent higher during the nine weeks ending 
July 15 than in the pre-program period. After allowing 
for blue stamp purchases, they were about 5 per cent 
higher. This means that for every government dollar 
spent in these intermediate income stores, that dollar’s 
worth of food, and more than 50 cents worth in addition, 
was sold. 

‘In the sample of upper income stores, where there 
were practically no purchases with blue stamps, total 
sales showed no appreciable change as compared with 
the pre-program average. On a basis of these prelimi- 
nary figures, it seems that food sales to all housewives 
are receiving a substantial impetus in those stores in 
which persons using food stamps concentrate their 
various purchases. 


‘Preliminary reports indicate that stores in the low 
income areas were selling about 28 per cent more butter 
and about 5 per cent more eggs per week during the 
experimental period than in the four weeks preceding 
the program. For flour, prunes, beans and corn meal, 
comparisons were made between shipments prior to the 
program and sales during the program. The records 
indicate an increase of 62 per cent in flour sales and an 
increase of 46 per cent in prune sales in low income 
stores, while weekly average bean sales were twice the 
pre-program shipments. The corn meal increase was 
about 76 per cent. Undoubtedly there was some re- 
duction of store inventories during the pre-program 
period and so that actual increases in sales may have 
been smaller than are indicated by the above figures. 
Since most of these commodities are generally not con- 
sumed in maximum quantities during the summer 
months, however, the increases (Continued on page 56) 








The manufacturer who can offer a woman a package 
which makes the product available in convenient form 
is building goodwill and sales. If, with the element of 
convenience, the manufacturer can offer re-use values as 
well, he will be building up business that his competitors 
will have quite a difficult time taking away. 

A package which fulfills both of these requirements 
convenience and re-use— has been adopted by the College 
Inn Food Products Co. No follow-the-leader attitude 
when this company looked about for a container for its 
boned chicken, but a decided effort to develop a package 
which would impress the housewife with the fact that 
the package had been designed to save her time and serve 
her convenience. 

Such a package was found with the adoption of an in- 
dividual Pyrex glass casserole-—a unit which gracefully 
plays the dual role of cooking and serving dish. So not 
only does the housewife have the chicken in convenient 
form for, let us say, a chicken pot pie, but she has the 
‘pot’ in which to make and serve it. For the woman 


who places a high value on her time, the Pyrex casserole 


would seem to have a “‘big value’’ appeal. 
Further, it doesn’t take much (Continued on page 100) 


1. A lithographed metal closure tops the Pyrex dish with its 
neat label. 2. The individual casserole may be utilized for 
cooking andserving. Here we have a chicken pot pie and all 
the housewife had to do was put a crust over the chicken. 
3. The counter display holds eight jars in stepped-up posi- 
tion. The unit likewise serves as the shipping container. 
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—includes even the casserole when the housewife 


plans a pot pie of College Inn boned chicken 




















ea + 
one 


Ax Stak 


“ys se Wert Ca 


PREPARED 
MUSTARD 


NET WT gor 
MFD. BY 


PLOCHMAN & HARRISON 
CHICAGO, ILL. © JERSEY CITY Wd 


STARD SELO DIST VINEGAR $acT TURMERIC ano *? 


At the left the jar is seen as it appears on the 
sales shelf, its glass top firmly sealed in position 
with a special transparent compound. Note 
how the label makes a selling feature of the glass 
top and of the reuse value of the jar. Above: The 
jar ready for reuse with product label removed. 
Note how cover is seated into the jar neck. 


BRINGING MUSTARD OUT FRONT 


Twelve thousand cases is a sizable output for any pro- 
ducer. Twelve thousand cases in six weeks is something 
to crow about for any product. But when a new package 
results in the movement into dealer hands of 12,000 
cases of an item such as mustard—and within less than a 
month and a half—the creators of the package may be 
justified if a noteof pride creeps into their description of it. 

This unique record, which has been established by 
Plochman & Harrison, Chicago mustard manufacturers, 
has been achieved through the use of an 8-oz., family 
size, glass top jar—unique in a number of respects. 

In the first place, the jar forms a most attractive 
ready-to-serve table package having great stability 
because of its wide base and with a closure opening so 
designed as to provide easy access to the product and to 
offer a substantial assurance against spilling or against 
the development of that messy appearance so undesir- 
able in a product of this sort. 

Secondly, the container has a distinct reuse value as 
a service container for sugar, jellies, jams, honey, or 
spice, or as a refrigerator storage container. Its size is 
ideal for the retention of left-overs and as a container for 
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Reuse jar converts usual back shelf item into 
fast moving, display winning best seller 


kitchen staples, particularly in the smaller household. 

In designing the attractive label which accompanies 
the jar, special efforts have been made to emphasize the 
reuse value of the container and particularly to bring to 
consumer consciousness the fact that the glass closure 
particularly suits the jar for reuse purposes. 

The decision to utilize the glass closure was based on 
a desire to gain the sales advantages of the reuse feature. 
It was made practicable, however, only through the 
development of a special transparent sealing compound 
and of equipment for applying this to seal the jars after 
the filling operation. 

The development of special equipment for applying 
the sealing compound has made possible the installation, 
in the Chicago and Jersey City factories of the Plochman 
& Harrison company, of straightline production equip- 
ment permitting the filling, sealing, labeling and casing 
of the large volume of this premium quality product 
which must now pass through the company’s plants to 
meet increasing sales requirements. 

Credit: Jar and closure designed and manufactured 
by the Hazel-Atlas Glass Co. 
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America’s leading boxmakers for over fifty years! 

We've never wavered from our sole job... to produce for you the 
best possible boxes and cartons and displays at the lowest outlay 
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The change between the old Vanish package, shown in the back- 
ground, and its redesigned newer form is instantly apparent. 


CHANGE—SLIGHT BUT SIGNIFICANT 


In 1937, a black and white lithographed tin container 
was selected for award in the All-America Package 
Competition. The product, a compound for cleaning 
toilet bowls. The design, a simple pattern of white 
that instantly demonstrated to the consumer the function 
of the product and the manner of its use. The back 
face of the container was likewise carefully planned and 
even the closure showed a high degree of attention to 
detail with its embossed legend and its patented easy- 
opening device. 

The product was obviously destined for sales success, 
yet the degree of acceptance which it achieved in the 
last two years has exceeded even the most sanguine 
hopes of its sponsors and designer. Nonetheless, a 
decision was recently made to incorporate one or two 
revisions into the design, a decision based upon sales 
experience gained within the last two years which led 
the company to desire to emphasize a feature which was 
not thought to be of such great importance when the 
product was first placed upon the market. 

As revised, the word, ‘‘deodorizes’’ has been inserted 
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A good design can be revised to meet changing 
needs without losing its original advantages 


on a small panel on the front face of the container and 
some slight change in wording on the back face has 
likewise been made. 

The change is slight—admittedly. Slight but sig- 
nificant, for it demonstrates one feature of good 
package design which is all too often overlooked and 
one which—under rapidly changing marketing condi- 
tions and with increasing legislative restrictions upon 
packages—is far more important today than in former 
years. The Vanish package lends itself to revision. It 
suffers not at all from revision. In contrast with the 
average package, it has actually gained through the 
addition of the package change which does not appear 
to be an added afterthought, but seems, rather, to be an 
integral part of the original package plan. 

All too often package designs are made in such a 
fashion that any attempt at later revision must bear the 
appearance of obvious afterthought. One has but to 
recollect the numerous cigar packages which are sur- 
printed with such ‘‘afterthoughts’’ to realize how 
thoroughly destructive such (Continued on page 100) 
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FOR LEADERSHIP 
IN SALES 


Dress Up Your Line with 


Armstrong’s Glass Containers 


RMSTRONG’S Glass Containers help you build 

for sales-leadership. For these distinctive, 

modern packages set your product off from eom- 

petitive brands . . . add a full measure of eye- 
appeal that makes people want to buy. 

Because of the crystal-clear texture of the glass, 
Armstrong’s Glass Containers afford your product 
maximum visibility. Precision-manufacture provides 
high-speed packing performance and dependability. 

To customers, Armstrong offers the service of 
their skilled Package Design Bureau to help create 
distinctive glass containers. Just write to 
Armstrong Cork Co., Glass and Closure 
Division, 916 Arch Street, Lancaster, Pa. 
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ISUALIZE YOU FP 


Foil’s fascination is shelf-evident — shining, sparkling, it beckons the buyer, 
commands point-of-sale display space. @ Remember also the utility of Alcoa 
Aluminum Foil. This toilet soap package, for example, will keep its beauty because 
foil doesn't smudge or soil easily. And guarded from light and air by this metal 
barrier, the soap inside will keep its color, fragrance, and moisture. Scores of 
delicate products, from foods to photographic film, have the protection of Alcoa 
Aluminum Foil to preserve freshness and quality. €@ You can do so many things 
with Alcoa Aluminum Foil. It is easily adapted to almost every type of package 
and wrap. You can print on it with either line or process plates. €@ Wouldn't you 
like some samples to experiment with? Ask us to send some. When you write, 
please use your company letterhead, — mention the nature of your product and 


package. Aluminum Company of America, 2129 Gulf Building, Pittsburgh, Pa. 
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1. The outer Kraft Dinner package 
is here shown next to its two interior 
sub-packages. 2. The end carton 
tab is convertible into a coin card 


with which the housewife may 


accept a premium offer made on 





a coupon inserted within the carton. 


CARTONING A FULL DINNER 


The Kraft-Phenix Cheese Corp. has been successfully marketing a 
combination package—cleverly merchandised and cleverly premiumed 


In an attractive folding carton, the Kraft-Phenix Cheese 
Corp. has recently been offering housewives no single 
product, but, rather, the main course of a macaroni 
dinner with the necessary ingredients, unit packed 
within the carton, ready for cooking, under the slogan 
‘‘A meal for 4 in 9 minutes.’” Some two-thirds of the 
outer container is filled by an interior carton containing 
6 oz. of macaroni. The remainder contains a satchel 
bag of what is called ‘‘Kraft Grated,’’ consisting of a 


3. The packages them- 
seives form the principal 
feature of the Kreft 
Dinner display—so de- 
signed as to retain its 
attractive appearance 
even though its stock 
of packages may be 


substantially depleted. 
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combination of sharp cheddar cheese, specially cured 
skim cheese with added skim milk solids and sodium 
phosphate dehydrated to 16 per cent moisture. By 
following simple directions, the housewife, it is claimed, 
can create four full servings of prepared macaroni, 
adjusting the cheese contents to her taste. 

The package, it will be noted, is unusual in that it 
sells no single product, but, rather, the end result of 
combining a group of products. The housewife co- 
operates with the supplier in actually preparing a 
with some operations conducted in 
The package 
itself contains a number of unusual features. In the 
first place, it is designed for display. Its display faces 
emphasize the slogan “‘A meal for 4 in 9 minutes’’ and 
its principal face gives equal emphasis to the product 
name and to a full color reproduction of the finished 
product ready for the table. 

Another unique feature, designed to induce consumers 
to closely examine the package and to purchase at least 
a trial package, is found in the end tab of the carton 
which is convertible into a coin card with which the 
housewife may send her acceptance of a premium offer. 
This tab reads, ‘‘Use this coin card. Read coupon 
inside of carton.’’ Thus the prospective purchaser is 
led to open the carton in order to see the coupon which 
offers a 5o-cent quart size aluminum pan for 25 cents. 
In so doing, she must necessarily (Continued on page 62) 


finished product 
the factory and others right at the stove. 
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PACKAGE LEGISLATION 


(Continued from page 46) 





noted are especially significant to farmers marketing the 
commodities. 

“At a period when citrus fruit sales were declining 
near the end of the normal marketing season, sales of 
oranges in low income stores increased 31 per cent as 
compared with a decline of 27 per cent in upper income 
stores. Grapefruit sales were declining very materially 
during the experimental period. However, sales in low 
income stores were materially higher than sales in upper 
income stores. Sales of citrus fruits in intermediate in- 
come stores showed a greater proportional increase than 
in low income stores.” 

The gradual expansion of the program to other cities 
is now being carried on and the Department of Agricul- 
ture, it is reported, is virtually besieged by requests 
from various city authorities for early installation of 
the plan in their own areas. Receptivity of the local 
authorities for the plan was heightened, it is indicated, 
by the recent readjustment of WPA wages, which re- 
sulted in reductions of $2 to $3 per month in numerous 
northern areas. The cutting down of WPA rolls and 
the consequent increase, in some regions, of relief rolls, 
has likewise led local authorities to urge the inaugura- 
tion of the plan which amounts to virtually a further 
Federal subsidy of relief expenditures. 

From the viewpoint of the food packager, the plan 
may likewise be reported to have fully measured up to 
expectations in its various test cities, insofar as it has 
substantially increased the volume of packaged foods 
moving through retail channels in these communities 
and since it does not militate against the sale of pack- 
aged foods to low income groups and does not limit the 
choice of such groups to unbranded items or specially 
packaged government stamped foods, such as were, in 
some instances, formerly distributed. Without entering 
upon the larger question of whether or not the individual 
manufacturer wishes to encourage government distribu- 
tion of such subsidies to needy individuals, the fact 
seems to be apparent that the food stamp plan serves as 
an effective means of channeling government relief funds 
through regular business channels and of disposing of 
surplus goods in the food field and, thus, of establishing 
more desirable market situations. 

The Department of Agriculture has announced the 
appointment of Paul H. Jordan, of Lincoln, Neb., as 
Assistant Regional Director of the Federal Surplus 
Commodities Corp. to be in charge of the food stamp 
plan in the middle west. Mr. Jordan, whose appoint- 
ment was effective as of August 16, has his headquarters 
at Milwaukee, Wis. He was formerly Regional Infor- 
mation Adviser of the Farm Security Administration at 
Lincoln. In his new post, Mr. Jordan will have charge, 
in the middle western states, of the gradual expansion 
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of the food stamp plan. Since the middle of March, 
Mr. Jordan has been on special assignment to the Federal 
Surplus Commodities Corp., doing work in connection 
with the establishment of the food stamp plan in the 
experimental cities which have been designated thus 
far in the program. 


Forbidden Label Claims 


To serve as a guide for cosmetic manufacturers at present 
engaged in revising package labels, W. G. Campbell, 
chief of the Food and Drug Administration, has issued 
the following statement: ‘‘A survey made by the Federal 
Food and Drug Administration in planning a regulatory 
program in the enforcement of subsection 602 (a) of the 
Federal Food, Drug and Cosmetic Act, indicates the 
probability that a substantial proportion of the cosmetic 
industry has not realized that certain names and state- 
ments which have long been employed in the labeling 
of cosmetics may contravene requirements of the statute 
which have now become effective. 

‘The extent to which the use of such claims which 
may be regarded as false and misleading prevails sug- 
gests the propriety of a general notice to the trade to 
encourage appropriate label revision. It is, of course, 
not practicable to list all the claims that may be un- 
warranted; the following, however, are typical ex- 
amples of some that are regarded as false or misleading: 
contour cream, crow’s-foot cream, deep pore cleanser, 
depilatories for permanent removal of hair, products 
represented as depilatories but which merely bleach the 
hair, eyelash grower, eye wrinkle cream, hair color 
restorer, hair grower, hair restorer, nail grower, non- 
allergic products, peroxide cream, rejuvenating cream, 
scalp food, circulating cream, enlarged pore preparations, 
hair revitalizing preparations, muscle oil, nourishing 
cream, pore paste, skin conditioner, skin firm, skin food, 
skin texture preparations, skin tonic, stimulating cream, 
tissue cream, wrinkle eradicator, cosmetics represented 
as valuable because of their vitamin content. 

‘A number of preparations have also been encoun- 
tered which appear to be misbranded because they are 
represented as containing ingredients not actually 
present or present in significant proportions. 

“The designation of a product by the name of one 
ingredient, to the exclusion of all others, may also 
result in misbranding. Paragraph (b) under section 
602 (A) of the general regulations for the enforcement 
of the Food, Drug and Cosmetic Act provides in part 
that ‘the labeling of a cosmetic which contains two or 
more ingredients may be misleading by reason (among 
other reasons) of the designation of such cosmetic in 
such labeling by a name which includes or suggests the 
name of one or more, but not all such ingredients.’ *’ 


War and Packaging 


While the situation in Europe has, as yet, had no sub- 
stantial effect upon packaging in general, a number of 
straws in the wind are already apparent to indicate 
possible future effects. These would fall into several 
categories. First, effects upon export market for 
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byways— or speed on new highways. 


Notice the examples shown —they are applications of RIDGELO 
clay coated boards to specific merchandising problems, all 


showing the value of customer-mill cooperative effort. 


RIDGELO service is offered on this basis. For cut-out novelties, 
tough beverage carriers, embossed metallic cartons, rugged floor 
stands — whatever the demand, RIDGELO will offer or develop 
a board to do the work well. If it isn’t possible you will be 


told that, too. Let us have your packaging-product inquiries. 
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Interior of window cartons are often visi- 
ble. In such cases the back of RIDGELO 
clay coated boxboard must be more 
than a drab background. Color effects 
—to harmonize or contrast—are of- 
fered now at very low cost. 
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Clean, attractive coverings are almost 
a necessity where heating pipes are vi- 
sible. RIDGELO has developed a sur- 
face treatment for board lined to this 
insulation that can be cleaned and is 
bright and smooth. 


Sea 


ical 


Full value in photo lighting calls for the 
reflection of a bright surface — the 
toughness of a strong folding material. 
RIDGELO has combined these require- 
ments in a typical development. 
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American packaged goods. Second, effects upon the 
import of foreign packaged goods. Third, effects upon 
the price situation and the domestic market permitting 
or demanding an increased or decreased proportion of 
total production expenditure upon packaging. Fourth, 
effects upon the cost of packages, supplies and machinery 
used in the production of packages. 

In respect to the export market, two types of effect 
have already made themselves apparent. For one thing, 
American industry is now in position to compete in 
markets, and even to dominate markets, which were 
formerly held by German industry. To a lesser extent, 
the same is true of markets formerly dominated by 
British and French industry. The concentration of 
European countries upon war industry necessarily opens 
up the South American market to the exporter of certain 
categories of packaged goods and packagers who do not 
embark upon special packaging programs for export will 
hereafter have to give greater consideration to the suit- 
ability of their standard packages for export purposes, 
particularly if their goods fall into those categories for 
which there will be an increased demand because of the 
removal from competition of corresponding European 
produced items. 

On the other hand, certain export markets are being 
definitely closed to American packaged goods, in some 
cases by embargo, as in the case of the German market 
and, in other cases—even where shipment is now possi- 
ble or may later become possible with the re-opening of 
shipping lanes—because of the action of foreign govern- 
ments prohibiting the import of certain types of 
products and merchandise. 

An example of the latter sort is found in a recent order 
of the British Board of Trade prohibiting imports into 
the United Kingdom of certain goods, except under 
license. Included in the long list of luxury and semi- 
luxury items are such products as fresh fruit (other than 
apples, pears, bananas, grapefruit and limes), canned 
vegetables (other than tomatoes), fruit juices, hops and 
licorice. It is emphasized by the Board of Trade that 
the adoption of the licensing arrangement does not 
mean that the items listed cannot be imported. How- 
ever, the foreign exchange situation, the availability of 
shipping space and the war requirements of other goods 
will be dominating factors and the very issuance of this 
arrangement indicates a severe limitation upon the im- 
port of American packaged goods into the United King- 
dom for the duration of the hostilities. 

Manufacturers who formerly imported packaged com- 
modities from Europe into the United States, or those 
who competed with such lines, are, of course, likewise 
confronted with a new situation. Severe dislocations 
in respect to packaging are not here anticipated, except 
in a very few instances, probably because the avail- 
ability of foreign packages has been gradually limited 
during the last few years by export and import restric- 
tions and by boycotts, organized and unorganized. 
Thus American producers of corresponding packages 
and package parts have, for a number of years, been in 
an increasingly favorable competitive position and have 
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had the time and the opportunity to prepare manu- 
facturing facilities to meet the demands which now arise 
since foreign export is shut off. A typical example of 
this sort is the present availability of categories of 
glassware competitive with items formerly imported 
from Czecho-Slovakia. 

The third type of effect listed above has not yet made 
itself apparent in many instances, except in the food 
field where a noticeable rise in prices has occurred. 
The experience of the last war would seem to indicate 
that the effect of such price increases will vary from 
industry to industry. In some cases, manufacturers 
may seek to lower package costs when production 
material costs have risen in order to make the selling 
price as low as possible under the circumstances. In 
other instances, however, the increase in selling price 
caused by the scarcity of raw materials, or by the in- 
creased demand of these raw materials for export pur- 
poses, was found to justify a general improvement of 
package quality. 

To a lesser extent, during the last war, changes in 
price structure affected the units of sale and thus affected 
packaging. Items formerly sold in relatively large sizes 
were shifted to the smaller unit classifications and thus 
an increase in the total expenditure for packaging was 
necessitated, two bottles, two cartons, or two boxes in 
smaller sizes having to be substituted for the former one 
larger size container. 

In respect to the fourth consideration outlined above— 
namely, the affect of the European situation upon the cost 
of packages and accessories of packaging—a few words 
of caution are in order. While certain commodities 
going into packages are imported and are thus largely 
affected by the world price structure, the majority of 
packaging materials do not fall into this category. 

Even those materials, such as tin, whose prices are 
governed by world markets need not necessarily affect 
package prices, at least in the immediate future. Thus, 
for instance, it is pointed out, by responsible can com- 
pany officials, that the tin used in tin plate represents 
a relatively small percentage of the total cost of the 
metal container and that an increase in tin prices, such 
as that which has occurred, would result in a far smaller 
increase in Container prices. 

Caution is in order in considering this situation and 
each category of package materials must be considered 
separately and in the light of numerous factors affecting 
it. Itis safe to say, however, that the package material 
price structure has not, as yet, suffered any severe dis- 
locations, nor are any anticipated, in any major cate- 
gories in the near future. 


Container Size Shifts 


The Bureau of Foreign and Domestic Commerce, of the 
Department of Commerce, has issued a brochure in its 
Market Research Series on the subject of the salad 
dressing, mayonnaise and related products industry. 
Incorporated in this study are figures indicating certain 
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slight but significant shifts in the size of container used 
in this industry. The figures follow: 


Pack by Size of Container of 68 Manufacturers of Salad 
Dressings, 1937-1938 


| Number of 


Percent of 





Containers Toral 
Container 1938 Containers 

(000's) 1938 1937 
4 Fluid ounce 40,290 | 146 | 14.5 
Half-pint.... 107,414 | 39.0 | 40.5 
Pint... | 75,584 | 27.5 27.7 
Quart | 49375 | 180 | 16.4 
Gallon : 2,466 | 0.9 0.9 
Others... , | 

Toral.. 275,129 | 100.0 | 100.0 


It will be noted that both the half-pint and the pint 
sizes lost some ground and that the quart, on the one 
hand and the four fluid-ounce container, on the other 
hand, gained. 

This industry may be considered as typical, in certain 
respects, of a number of food packing groups who have 
observed the same phenomena over a number of years 
namely, an increase in the purchase of sample size con- 
tainers, on the one hand and of larger containers, on 
the other hand, at the expense of the intermediate group, 


Product Liability Insurance 
The approach of the effective date of the new Food and 
Drug Act has increased manufacturers’ interest in product 
liability insurance—a relatively new form of insurance 
under which protection is afforded to manufacturers 
against liability which may be imposed by law in event 
any persons suffer illness, infection, irritation or other 
injury—including death—after having used or consumed 
the manufacturers’ products. Particularly have manu- 
facturers been concerned as to whether such contacts will 
cover them if their products are found to have been 
sold in violation of the Food, Drug and Cosmetic Act. 

While some policies contain clauses ruling out of 
claims where violation of any State or Municipal law has 
occurred; others are available which exclude only 
those in which a known violation of Federal, State or 
Municipal law occurs. These, it would seem, give 
protection to the legitimate manufacturer where insur- 
ance is desired to cover such contingencies as the mistake 
or the negligences of employees, even though these may 
involve violation of the Federal, State or Municipal regu- 
latory law. At the same time, the clause eliminates 
insurance protection for the out-and-out fraud who might 
seek insurance to cover up illegitimate activities. 

Another point worth considering in connection with 
product liability insurance is raised by a clause which 
appears in some contracts stating that the policy covers 
only products when sold for a consideration. Thus 
whenever distribution is carried on free of charge—in 
sampling or similar instances—policies containing this 
clause would not afford protection. 

Some policies supply coverage which applies only upon 
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products manufactured at specific locations. Where 
some items in a line are manufactured by a private for- 
mula house, coverage may not apply to those items, 
even though subdivision and packaging may occur in the 
factory of the insured manufacturer. 

Some policies cover only when a foreign substance is 
in a product, while others may provide coverage for in- 
juries which arise from the normal use of the product 
when allergic persons utilize it. Some policies, while 
covering the manufacturer of drugs and medicines, ex- 
clude skin preparation. 

When carefully formulated, policies of this type af- 
ford very real protection to manufacturers, although a 
loosely formulated policy may prove to be so hedged 
with restrictions and exemptions as to actually provide 
only the most limited protection for the manufacturer 
or for the retailer who handles his goods. 


State Legislation 


California—A new California drug act and a new 
California food act have received the approval of the 
governor. The act is designed along the general lines 
of the Federal bill. 

Florida—The Florida legislature has passed a bill 
postponing, in part, the application of its food, drug 
and cosmetic act to conform to the partial postponement 
of the Federal act. 

Illinois—Governor Henry Horner signed a bill to 
regulate the handling, processing, labeling, sale and 
distribution of pasteurized milk and milk products. It 
provides for annual issuance of a “‘certificate of approval” 
by the Department of Public Health to owners of plants 
complying with the act and sets forth requirements as 
to handling, storage, sale, distribution and bottling of 
such milk and milk products. The fee for the certificate 
is set at $10. 

Among packaging measures that failed to gain final 
legislative approval were bills that sought to provide 
that no alcoholic liquor shall be sold in the state in any 
container except one of wood or glass; that no person 
or firm shall manufacture or sell any alcoholic liquor 
under any label purporting to represent, refer to, or 
picture any religious sect or creed or order thereof; 
that tags or labels on containers of seed mixtures offered 
for sale shall contain the name and approximate number 
per ounce of each kind of seed of noxious weeds; that 
labels for liquid paints and other compounds state the 
true name of each ingredient of sale product, giving 
preference of order to the ingredients present in the 
larger proportion but requiring all letters used in the 
names of ingredients to be of the same size and color; 
that labels state the name of the bottler as well as the 
manufacturer on packages containing alcoholic liquors; 
that no beer shall be sold at retail in the state unless 
such beer has been put into the containers for sale at 
retail by the manufacturer thereof in a building con- 
tiguous or adjacent to the building in which it was 
manufactured, and that no retailer’s license under the 
alcoholic liquor act shall permit the sale, barter or trans- 
fer of any original package of (Continued on page 77) 
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IT’S THE SAME WITH PACKAGES 


Tue PAPER COVERED BOX IS/Sca4dic 


BECAUSE IT IS BASICALLY SOUND 





It's great to be first with a new idea! Sometimes it even pays to be second. But you can’t cash in on novelty when the 
novelty has worn off. Farsighted manufacturers take a flier in novelty for special seasonal promotions but for the really 
BASIC products that ‘make’ the line and pay the freight, the wise manufacturer chooses a BASIC and time tested package— 
fancy paper-covered set-up box. 


It is capable of infinite variation—infinite beauty. It can be manufactured by highly developed automatic equipment. 
Hence, its cost is low and purchasers are secure against manufacturing difficulties and delivery delays. 


No wonder the world clings to this BASIC package—streamlined and modernized in design and brought up to date by 
an ever new selection and ever improved quality of glazed or fancy paper coverings. 


This advertisement is sponsored in the interest of better packaging and 
on behalf of the 75 million dollar set-up box-making industry, by the 


GLAZED AND FANCY PAPER MANUFACTURERS’ ASSOCIATION 


902 UNION TRUST BUILDING PROVIDENCE, R. I. 





















































MOISTURE DAMAGE ELIMINATION 


‘Continued from page 37) 





capillary attraction) rather than chemical means, Protek- 
Sorb will take up in excess of 45 per cent of its own dry 
weight in water before it becomes saturated, and even 
when in a saturated condition, to all outward appear- 
ances it seems dry. It remains clean and in its original 
granular form, it is not deliquescent, sticky nor will it 
attack metals or alloys. 

The crystals are supplied in small cloth bags contain- 
ing from 2 oz. to 2 lbs. per bag according to the in- 
dividual packing problem involved. The amount re- 
quired per container varies, of course, :with the size of 
the container and method of packing and the manu- 
facturer maintains a complete advisory service with sup- 
porting research laboratory in this regard. 

Thus, with a material such as this capable of taking 
up and holding in excess of 45 per cent of its weight in 
water or water vapor, included within the container, it 
may be assumed that the relative humidity may be main- 
tained below the safe point of 30 per cent. 

The above contemplates the use of a container which 
is completely tight against water in both the liquid and 
However, it is not practical to go to as 
Therefore, 


there is another source of moisture vapor found within 


vapor phase. 
expensive a container as this would be. 


shipping containers, namely, the moisture that pene- 
trates the wrapper or liner by diffusion. It is important, 
then, to use materials that are as impervious to moisture 
vapor as possible, for although moisture-proof paper is 
usually water-proof, the latter may not necessarily be 
moisture-vapor-proof. Recent laboratory tests have 
been conducted to measure quantitatively the moisture 
diffusion rates of various types of commercial papers and 
a number of very suitable materials have been found. 

These materials are highly protective against moisture 
in the vapor phase, but are not completely resistant to it. 
Therefore, the use of a material such as Protek-Sorb is 
to adsorb both the moisture of the air and the moisture 
of diffusion, drying the packing space to a relative humid- 
ity value well below the critical level. This condition 
can be maintained indefinitely when Protek-Sorb is used 
in combination with a container that is practically 
impervious to moisture vapor. 

It might occur to some to suggest that the package be 
left unsealed or that breathers be inserted to allow the 
moisture inside the container to escape. However, a 
review of the weather bureau reports would show that 
only very infrequently does the relative humidity of any 
of the large sections of the world drop to the safe point 
of 30 per cent. Most times, particularly in the industrial 
and agricultural sections of the world, the relative hu- 
midity is considerably above this point and hence mois- 
ture damage is inevitable. Obviously then, it is de- 
sirable to seal the container and any sealed container, 
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unless fully protected within, will not insure the 
product against moisture damage. 

The new method, it would seem, offers a sane approach 
to the solution to a problem which has for many years 
troubled shippers in a number of fields. While costs 
will vary under differing conditions of shipment and of 
packaging, there is every reason to expect—judging 
from the experience records already at hand—that they 
will prove low enough to justify the use of this method 
in a very wide range of instances. 





CARTONING A FULL DINNER 


(Continued from page 54) 





examine the get-up of the product and thus she discovers 
more about its nature and gradually commits herself to 
a trial purchase. 

So attractive is the package design that recently 
designed floor and counter displays seek to focus atten- 
tion upon the package as a virtually self-explanatory 
unit. The displays consist of decorative corrugated 
board easily arranged by the dealer to form a slanting 
platform for any number of Kraft Dinner packages. 
The display actually gains in effectiveness as packages 
are withdrawn from it for sale. 

To encourage consumer examination of the packages, 
the back panel of the display asks the dealer to break 
the neat arrangement of the packages by shifting at 
least one of the packages somewhat out of line in what 
is called a ‘‘starter-gap."’ Thus the consumer will feel 
free to lift up this or other packages without hesitation. 
The displays ship in the flat and have been widely dis- 
tributed and utilized in recent months. 





REDESIGNED TO FOIL TAMPERERS 


‘Continued from page 41) 





shape. In the process of redesigning the new container, 
great attention was paid to little details planned to meet 
dealer objections to the old container and to please the 
dealer and his clerks. To this end, extensive research 
was carried on prior to the decision as to final design. 
Among the improvements adopted, the metal ends of the 
new container were imprinted with theZenith trade name 
and with identifying tube numbers. Thus dealers were 
permitted to stack the paper cans on their long faces 
with their narrow ends protruding and were able to 
readily identify the various tubes without moving any 
merchandise other than that immediately desired. The 
Zenith trade name, repeated on the new containers, 
forms an interesting and attractive display panel. 
Credit: Fibre cans by the American Can Co. 







































































Like your gayest necktie . . . or that cheerful doo-dad on a woman's hat . . . a bit of Excell-O 
Ribbon adds tremendously to the appeal of your package! 

Just a bit of sparkling, cheery, genuine ‘‘Cellophane’’—costing a tiny fraction of a cent 
but it helps pull many times its weight in dollars .. . in redoubled sales and profits, up and 
down the whole line! 

Excell-O Ribbons come in hundreds of bright colors, lively patterns and thrifty widths 
for every type of product. They will build dealer acceptance, extra counter and window 
display ...and more sales at very low cost. 

Write for sample yardage. Tell us your needs and we'll gladly make appropriate 
suggestions. 


FREYDBERG BROS., INC. 


STAMFORD CONNECTICUT 























Will We See You 
In CHICAGO 
on October 19°"? 














If you are engaged in package using operations—if you area pack- 
age supplier—a package machinery manufacturer or a package de- 
signer—we hope you will make every effort to attend the “Consti- 
tutional Convention” of the Packaging Institute, Inc., which will 


be held in Chicago on October 19th and 20th. 


You do not have to be a member of the Packaging Institute to 


attend this convention. 


For full details about the Packaging Institute and to make arrange- 


ments for admittance to the convention, please consult 


H. L. Stratton, Secretary, Packaging Institute, Inc. 
342 Madison Ave. New York, N. Y. 


(ADVERTISEMENT) 
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WHAT THE DRUGGIST 
WANTS IN DISPLAY 


Second installment of a survey by 
the Institute of Package Research 


The first installment of this survey, in the September issue of 
Modern Packaging, discussed the retail druggist’s desires 
in respect to displays, with particular emphasis on window in- 
stallations. We continue to examine the druggist’s position, 
this time with the spotlight on counter units and floor stands. 


Physical conditions, as we have seen, play a major part in 
governing the acceptability of various sizes of window 
displays to the druggist. Other factors affecting accepta- 
bility include seasonal sales possibilities, retailer- 
manufacturer relations (particularly the retailer's reac- 
tion to manufacturer's price policies) and what might be 
called the psychological factor—the retailer's willing- 
ness or unwillingness to give a greater or lesser display 
space to any given product at any given time. 


This last factor, of course, defies any generalized study 
because every product and every manufacturer is looked 
upon by the dealer from a differing and constantly chang- 
ing viewpoint. Generalizations would be misleading, 
likewise, in respect to dealer reactions induced by a liking 
or a disliking of manufacturer price policies. Here, too, 
each manufacturer is in a better position to judge his own 
case without consideration of tabulated experiences in 
the field at large. 

The physical and seasonal factors do, however, lend 
themselves to study and, on the pages which follow, 
detailed graphs will be found tabulating druggists’ ex- 
pressions of desire respecting floor stands and counter 
displavs. In the latter case, two sets of tabulation are 
shown for those containing merchandise and for those 








COUNTER, FLOOR AND WINDOW DISPLAY RECEIPTS AND 
USAGE AS REPORTED BY DRUGGISTS IN 10 TYPICAL STATES. 


Floor 
Stands 


Window 
Displays 


Counter 
Displays 
5.327 1.473 3.923 
3.229 1.121 2.788 
61% 16% 71% 


Average number of ‘‘free’’ units 
received per store, per month 


Average number used per store, per month 
Percentage of units used 
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LIMITATIONS ON MERCHANDISE CARRYING COUNTER DISPLAY-SIZES: The chart indicates the maximum heights, widths and 


depth of counter displays, beyond which they become unacceptable to druggists. 
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where the latter consideration is not a factor. 

It may be well to repeat, at this point, a recital of the 
sources from which this data has been gathered. These 
charts are built upon voluntary expressions obtained 
from hundreds of druggists located in a number of states. 
To eliminate regional factors and to provide an adequate 
representation for big city, town and rural stores, a care- 
fully selected group of retail pharmacies, located in ten 
widely distributed states, was canvassed. These states 
were: Arkansas, Connecticut, Illinois, Kansas, Loui- 
siana, Minnesota, North Carolina, Pennsylvania, Utah 
and Washington. 

It will be noted that northern and southern states, 
eastern, middle western and far western states are all in- 
cluded. While not readily apparent from a mere recital 
of state names, it may be worth noting that the propor- 
tion of druggists in each of the great geographical regions 
who have cooperated in this survey bears a fairly close 
relationship to the proportion which the total number of 
druggists in each of these regions represents in the grand 
total of American retail pharmacies. 

It should also be noted that a fair approximation of 
the national distribution in respect to city and town 
sizes has likewise been maintained. Thus, cooperating 
druggists include owners of stores in such big cities as 
Philadelphia, Pittsburgh, Chicago, Seattle, New Orleans 
Minneapolis as well as those to be found in such medium 
sized towns as Bridgeport, New Haven, Kansas City, 
Baton Rouge, Denver, etc., and that small town stores 
are likewise adequately represented. 


Number of Units Received 


It is worth observing as a preliminary point that the 
number of units of window displays, floor stands and of 
the two varieties of counter displays received by the 
average druggist varies considerably. An examination 
of the first of the charts in this section of our survey will 
disclose the fact that counter display receipts somewhat 
exceed window display receipts and that both of these 
groups represent—for the average store—a display 
medium of far greater importance than the floor stand. 
When, however, a careful examination is made of the 
percentage of the displays used in each of the three cate- 
gories, an indication may be had of druggists’ interest in 
each type of display. Thus the wise manufacturer, upon 
analyzing these figures, may see an opportunity for in- 
creasing druggists’ receptivity for his displays by con- 
centrating, to an extent, upon that field in which drug- 
gists acknowledge the highest degree of acceptability by 
reporting the highest percentage of use. 
Let us examine the figures carefully. 
pharmacy receives something over five counter displays 


The average 


each month. He receives slightly less than four window 
displays each month. He receives somewhat less than 
one and one-half floor stands per month. Expressing it 
on an annual basis, we find the following totals: counter 
displays 64, window displays 47, floor stands 18. 

When, however, we examine the figures of the per- 
centages of the displays utilized, we note that 76 per cent 


of all floor stands are reported by the pharmacists to be 
acceptable for use. The figure in respect to window dis- 
plays drops to 71 per cent and on the store counter, the 
figure falls to 61 per cent. 

The conclusion would seem to be obvious. The coun- 
ter display field is more saturated than the window dis- 
play field and this, in turn, is slightly more saturated 
than the floor stand field. Other things being equal, it 
would seem that a firm confronted with a choice be- 
tween the three forms of display would be well advised 
to choose the least saturated field and to thereby insure 
the highest degree of acceptability for its displays. 

Here, however, caution is advisable. While the 
figures cited should be given adequate weight in any con- 
sideration, they should by no means be allowed to govern 
a decision to the exclusion of other factors. Competitive 
conditions affecting each different category of product, 
of course, play a much more important part than do 
these generalized figures in leading to any final decision. 
Some products offer themselves better to one form of 
display than to another. Some products are up against 
very intensive competition in one display field and 
hence might profitably utilize a loophole offered by com- 
petition in another display field. Some products do not 
offer a sufficient sales volume to the druggist to justify 
either window or floor stand position, but might offer 
so large a percentage of profit to be extremely attractive 
to the druggist—in spite of low sales volume—when 
presented in counter displays. 

Remembering these limitations, however, and other 
limitations which may affect some but not all types of 
drug store items, the planner of displays may find in 
these figures a valuable guide for use—in conjunction 
with all other available data—in determining which 
type of display to utilize or which type to emphasize 
above the other two. 


Counter Display Sizes 


In considering the figures gathered on counter display 
sizes, it may be best to simultaneously examine the two 
sets of charts which refer respectively to displays which 
carry merchandise and those which do not. A first 
glance at the charts will disclose that the druggist is 
willing to grant a certain limited additional space for 
displays which carry merchandise. 

This additional grant of space does not affect all di- 
mensions to the same degree, however. The druggist 
does not seem willing to grant extra counter height to 
displays carrying merchandise. The peak points on both 
charts indicating counter display height are the 12-in. 
and the 18-in. points. It should be noted, however, that 
a slightly larger proportion of the total number of co- 
operating druggists seem willing to concede space to dis- 
plays over 12 in. in height when these carry merchandise. 

Display width in the non-merchandise carrying cate- 
gory would seem to be governed by the overwhelming 
choice of druggists who desire a maximum of 12 in. In 
the merchandise carrying category, an almost identical 
number desire the 12-1n. maximum, but a greater pro- 
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LIMITATIONS ON NON-MERCHANDISE CARRYING COUNTER DISPLAY SIZES: The chart indicates the maximum heights, widths 


and depth of counter displays, beyond which they become unacceptable to druggists. 
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portion desire smaller width displays and a smaller pro- 
portion seem willing to concede space for displays of 
greater width. 

The greatest degree of difference is found in the depth 
figure—referring to the distance from front to back of 
counter occupied by the display. Here, on non-merchan- 
dise carrying displays, a definite limit seems to set in 
around the 6-in. point and, even at the 6-in. point, a very 
substantial proportion of dissatisfaction would occur. 
The 4-in. depth would, perhaps, be the far better figure. 
This may be interpreted as indicative that druggists have 
special positions for non-merchandise carrying displays, 
mounting them in front of cash registers, in front of 
stacks of merchandise, or at other points where the re- 
maining portion of the counter is not put to other use. 

In contrast, the two high points in our charts for depth 
of merchandise carrying displays are found at the 6-in. 
and 12-in. marks and the medium point is somewhere 
between 8 in. and to in. 

It may therefore be concluded that the average phar- 
macist is unwilling to allot space for any counter display 
which exceeds 12 in. in height and 12 in. in width. 
This preference for smaller units is easily understandable 
in view of the limited space available on counters and in 
view of the fact that the pharmacist does not wish to per- 
mit any single display to obscure back-of-the-counter 
merchandise displays, wall case displays of merchandise 
or the salesclerk himself. 

While restricting the manufacturer's imagination, 
therefore, to relatively low and relatively narrow 
counter units, the druggist is willing to concede almost 
twice as great a total area to the merchandise carrving 


display, but restricts this increase in area to an increase 
in depth from front to back of the counter. 


Floor Stand Sizes 


The floor stand serves a very different series of functions 
than either the window or counter display. It is simul- 
taneously a floor poster and a merchandise display. It 
forms its own counter or island table and, in the per- 
formance of this function, it accepts size limitations im- 
posed upon it by the human factor. Just as there is an 
optimoheight for heights fixed by the height of the 
average individual, so a similar figure must apply to 
floor stands. The merchandise must be placed within 
easy reach, somewhat below eye level. Thus the aver- 
age pharmacist, as will be noted by referring to the chart 
on floor stands, is willing to accept stands of a height of 
36 in. 

A substantial number of druggists, however, are will- 
ing to accept 4o-in., 48-in. and 50-in. high stands. These, 
no doubt, have given consideration to the back panel 
display feature incorporated in some floor stands which 
raises the total height of the stand without raising the 
level of the merchandise carrying platform. Thus the 
figure of 36 in. as the maximum for the level of this plat- 
form may be taken as almost universal with the provisio 
that a further extension of height at the back of the dis- 
play may, on occasion, be fully justified. 

A similar predominance in favor of one particular 
dimension will be noted in the figures for floor stand 
widths, where more than twice as many druggists ex- 
pressed a preference for the 24-in. width than for any 
other single dimension. It should (Continued on page -4) 


LIMITATIONS ON FLOOR STAND SIZES: The chart indicates the maximum heights, widths and depth of floor displays, beyond which 


,they become unacceptable to druggists. 
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As far back as 1911, prolific old timers like Julien Strand- 
ers were filing patents on ingenious cardboard display 
‘cut-outs’ designed to satisfy the demands of their cus- 
tomers for ‘‘something different.’’ Repeated by adver- 
tisers for nearly 30 years, such demands have shaped and 
will continue to shape the further development of the 
display field. 

When the picture of a pretty girl seemed all that was 
necessary to sell candy or machinery, pictorial novelty 
and flat posters with simple die-cut edges composed the 
larger part of the display material used. Today, the 
presence of actual merchandise on counter, floor or win- 
dow displays is an absolute sales necessity. Even flat 
pictorial subjects are made more interesting by frames or 
other three-dimensional construction. Since the trend 
is toward structure in displays, it has become increasingly 
important to those who create them to recognize con- 
struction as a major factor in their designs. 

The mechanical requirements of the merchandise to be 
displayed usually causes the structure to be designed first. 
Until recently, this limited the daring and imaginative 
work the artists could otherwise be capable of. Many 
of the elaborate or unusual effects desired were either 
too costly to manufacture or, if possible to construct at 
all, too complex for the average dealer to assemble. 


*In charge of development, Display Finishing Co., Inc. 
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isplay of morrow 


by RICHARD EATON PAIGE 


1. A pleasing example of the new forms possi- 
ble through Circumflexion. Many features of 
this design can be adapted for other uses. 


The need for a more versatile treatment of cardboard 
became obvious. Since the field was a comparatively 
new one, there were few “‘construction men’’ as such, 
until about ten years ago. Artists, employed by printers 
and lithographers, devised simple novelties and became 
‘good at cut-outs.’ This explains the pictorial nature 
of the art previous to 1929. Not even the far-sighted 
visualized the trained group of graduate engineers and 
architects who would one day transform the field into a 
complex but exact science by their research into the 
principles of folding on which the industry was founded. 

It was the depression which advanced the art from a 
“trial and error’’ business to a dependable industry based 
on sound engineering principles, for a situation arose 
which caused a very competitive market. 

The pressure of this competitive designing created 
more beautiful displays to tempt the advertiser's eye, 
but his constantly tightening purse strings brought 
about the need for a cheaper way of getting those elabo- 
rate results. There was no longer room for the lax esti- 
mating of the boom years when, if a buyer liked an idea, 
a few hundred dollars was unimportant. Depression 
budgets forced the designers to spend long hours think- 
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ing of what could be done to construct a better display 
than his competitor for less money. 

This phase in the evolution of the display business 
made the need for research obvious, and led to the un- 
covering of new geometrical principles which gave us 
heretofore unattainable combinations of beauty and 
economy. Yet the discoveries of the past eight years 
indicate that the surface has barely been scratched. 

Since the inception of the industry, display construc- 
tions had been based on the scoring and folding of 
straight lines. This limited the variations so that free- 
dom of designing was greatly hampered. From the point 
of view of the designer who was trying to out-think his 
competitor, ways of economizing on construction were 
usually undesirable, for economizing usually resolved 
itself to a skimping on weight of board and other forms 
of sacrificing quality to offer a price advantage. 

Recent research, in contrast, has been on the premise 
that true economy must be found through using form to 
gain strength, rather than depend on sheer weight of 
materials for it. Studying nature’s methods, one can 
indeed learn much in structure, for nature is an old timer 
at substituting form for weight. Our finger nails are 


curved pieces of light material which would have to be 


three times the weight to have the same strength if they 
were flat. Our bones are light rigid cylinders rather than 
solid material for the same reason. Sheets of the material 
from which flowers are formed would have no more 
strength than a piece of silk; when corrugated, curved 
and formed into cones and cylinders, that material takes 
on enough rigidity to withstand the elements. 


2. Two forms of counter “‘baskets’’ requiring neither pasting 
nor assembly in manufacturing. 3. Two other counter displays 
for jumbled effects which are equally simple to make and, like 
all circumflexed objects, require printing on only one side of the 
board since the board can be so folded to show the printing on 
both sides. 4. Variations of a single theme, illustrating the 
possibilities for widely diferent uses. All require light stock 
and one side die-cutting. 5. For centering attention on a 


single object. This can be made round square, octagonal, etc. 





Substituting form for weight meant substituting 
cheaper materials for more costly materials without 
sacrificing qualiry. Thus with form came rigidity and 
the desired strength. Economy resulted in a display of 
greater efficiency. 

The first development which rewarded the search was 
named Circumflexion. As its name implies, Circum- 
flexion is the act of flexing around, as differentiated from 
the folding of straight score lines. By this method, a 
blank having curved or angular score lines, which pre- 
viously could not be folded at all (because each score 
would have to fold in a different direction), now flexed 
around a center, folding all the scores in the blank at the 
same time. The set-up display had a peculiar tension 
like a flexed bow. The results were pleasing both to the 
artists and the engineer. The artist found countless 
forms he had never before been able to obtain; the 
engineer found a type of cardboard construction which 
produced great strength with light materials—and that 
meant economy without skimping. 

Because every score in a circumflexed blank does fold 
in a different direction, the set-up displays are dead- 
locked—unable to wilt in any direction, though it does 
not require braces or easels to stiffen it as flat materials 
would. Naturally, this is not true of those displays in 
which the circumflexed part is but a small portion of an 
otherwise straight scored construction. 

This was indeed an exciting field to explore. The 
special requirements of the various advertisers suggested 
constructions which served their particular needs and, 
in doing so, shaped designs which never existed be- 
fore. The function to be served has, ever since, shaped 
the innumerable constructions made with this prin- 
ciple. Unlike other display patents, this was not a 
device to be adapted to the needs of some single ad- 
vertiser and manufactured. It was a geometrical princi- 
ple which depended upon the imagination of the creative 
men who used it. 

Industrial Lithograph Co. created the first display for 
Coty. Another, along entirely different lines, was 
created for Coca-Cola by Niagara Lithograph Co.; a 
third by Einson-Freeman Co., Inc., for Budweiser Beer. 
Each was circumflexed, but entirely different from each 
other in design. The creative men of such organizations 
helped to establish Circumflexion as an accepted part of 
the field of display design. 


6. A floor bin having unusual strength. The entire stand requires 
but one glue lap and that in the base. Folds perfectly fiat for 
shipment. 7. A simple ‘‘step’’ display having unusual structural 
form to give the ends of the steps a finished effect. Steps are 
capable of supporting an unusual heavy load because of this type 
of construction. 8. The ‘‘steps’’ of these counter dis- 
plays are made rigid by scoring and folding material 
on all four sides. Printing on only one side of the 


board permits decoration on every visible face of these units. 
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Circumflexion in itself is nearer a book length subject 
than a magazine article, therefore this issue shall be con- 
fined to that part which was admitted as the first basic 
patent in the display field, No. 1,997,429. 

The illustrations show a few of the forms this principle 
has already taken. These should not be considered as 
stock designs to be adapted to the purposes of an adver- 
tiser. They should, rather, be used merely as a basis to 
learn a new art and to create new ideas to serve the differ- 
ing purposes of each designer and advertiser. 

The many decorative frames made possible by this 
principle overcome the greatest objection to frame con- 
struction in the past—the corners! Corners have always 
been difficult to join neatly, and the cost involved in set- 
up frames has been out of proportion to their advertising 
value. Circumflexed frames are not joined at the cor- 
ners—there are neat crease scores or curved surfaces at 
those points which not only look better but are stronger. 
Though simple to set up, if preferred they can be sent 
set-up, nested, their V-shaped cross sections fitting into 
each other perfectly. 

Decorative Gothic arches or altar-like edifices (once 
an unattainable form) are ideal backgrounds for cosmetics 
or perfumes. Attention is centered by their dramatic 
setting suggesting a product of supreme quality. 

The three-bottle arch, despite its elaborate appearance, 
is simple and inexpensive. A single-bottle arch similar 
to the center portion alone, makes an effective counter 
display or side piece for a window display. The two-step 
counter display, which seems to belong to the straight 
scored variety, is also circumflexed. Had it been straight 
scored, either hooks would have to hang over the sides 
to support the shelves or under construction placed be- 
neath the shelves to provide adequate support. This 
model suspends the shelves from a brace scored off all 
four sides of the shelf portion, making light stock very 
rigid and self supporting--and cheap! 

The acceptance to date of Circumflexion is not due to 
its novelty value, but to its combination of beauty and 
economy. As a new field of design, it will take its place 
along with straight scoring as standard engineering 
knowledge. The principle is available to every adver- 
tiser through his regular source of cardboard display 
material. This is but one of many steps toward the 
broad principles of geometry which will shape the dis- 
plays of tomorrow! 


9. Both frames can be nested for bulk shipment if sent in set-up 
form. Ovals, hexagons and odd forms are easily constructed 
through Circumflexion. Units such as these can also be shipped 
in the flat if so desired. 10. Examples of the great variety of forms 
which may be achieved through the use of circumflexed frames. This 
form of three-dimensional design gives the artist and designer great 
leeway for the play of his imagination, yet insures reason- 


able costs because of the simplicity of construction involved. 





























LIMITATIONS ON FLOOR STAND SIZES: The chart indicates the 


maximum heights, widths and depth of floor displays, beyond which 


they become unacceptable to druggists. ‘ 
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100 











WHAT THE DRUGGIST WANTS IN DISPLAY 


(Continued from page 69) 





be remembered, however, that these preferences are 
expressed in terms of maximums and the presence of a 
sufficient number of expressions of opinion in favor of 
the 18-in. and 20-in. widths as a maximum may serve 
as a cautionary signal leading the display designer to a 
choice of a somewhat narrower unit, wherever mer- 
chandise size permits of such floor stand size reduction. 

The high point in our chart of floor stand depth (di- 
mension from front to back) is found at the 12-in. figure. 
Although a substantial number are willing to accept 
18-in. and 24-in. depths, the 12-in. may be accepted as a 
maximum in all those cases where the unit of merchan- 
dise is fairly small and may be adequately displayed in a 
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fairly shallow stand. In the case of cotton products, 
sanitary items and similar merchandise, however, where 
the individual package bulks fairly large, the use of the 
18-in. or 24-in. deep stand would seem to be permissible. 

In considering all of these figures, the same words of 
caution which were applied in the first section of this 
survey on window displays apply here as well. These 
charts are generalizations. They represent not abstract 
physical limitations, but such limitations as interpreted 
and modified by the dealer’s own opinion. We may, 
however, say once again—without abandoning a con- 
servative viewpoint—these charts indicate that certain 
height, certain width and certain depths in each display 
category will tend to achieve a maximum acceptability 
among dealers and, hence, a maximum total display area. 
Any substantial increase in the display area of the indi- 
vidual display will certainly result in a reduction of 
acceptability of the unit and thus in a reduction of the 
total amount of display obtained in all drug stores. 











SELLING A JOB—NOT A PRODUCT 


Two display pieces have recently made their appearance 
on retail store counters, both units being designed to 
introduce The Goodyear Tire & Rubber Company’s 
Pliofilm as a material which can be utilized by the 
housewife or craft worker for the making of numerous 
waterproof articles, from refrigerator dish covers to party 
costumes. Well known as a packaging material—wraps 
bags, etc.—to the readers of Modern Packaging, Plio- 
film is now being distributed by the Dennison Manu- 
facturing Co. and makes its bow on the market as a 
material to be used like any ordinary sewable fabric. 

The displays devised had two underlying principles 
behind their design. First, the displays were to intro- 
duce a new product to the public. Hence, it was rea- 
soned, the units should be so constructed and planned as 
to get preferred position on the counter so that the con- 
sumer can see and thus become acquainted with a new 


Dennison promotes Pliofilm as “an exciting 
new material’’ for make-your-own enthusiasts 


product. Second, the displays were to call attention to 
the unique features of the product. Both displays fulfill 
these two functions by being so planned as to get counter 
position, so that the product or information relating to 
the product may be quickly and easily seen and digested. 

One display is a unit which plays a triple role. It first 
serves as the shipping carton, and upon being converted 
into a display by the dealer, it takes on a double purpose 
in merchandising—not only presenting the product at- 
tractively, but providing the dealer the convenience of 
adequate stock storage. Twenty-four rolls of Pliofilm, 
each neatly encircled by a colorful and well-designed 
wrap, are contained in a carton. 

The cover is so die-cut and scored as to form a back 
display panel when the carton is converted from shipping 
case to display container. On this panel, a large bull's 
eye spot of yellow, with an arrow (Continued on page 98) 


Left: Sketches along the base of this blue and yellow display carton quickly tell the consumer how she can use 
Pliofilm. Twenty-four rolls are packed to a carton, each roll supplied with a blue and yellow wrapper which 
permits the ends of the material to be seen and felt. Right: A cardboard panel, held erect by an easel in the 
rear, incorporates an actual piece of Pliofilm as well as line drawings which show what can be made from the material. 
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DISPLAY 


1. To publicize a 1-cent sale of its Jeris hair tonic, A. R. Winarick, 
Inc., has adopted a special sales package. The carton is designed 
to stress the double offer and to present the Jeris bottle to the con- 
sumer so that the package need not be opened. Thus the bottles 
are reproduced, in actual size,.on the front face of the special sales 
carton. The package forms a display by virtue of its size and de- 
sign and further attention is achieved by the insertion of a card in 
the rear of the package. Carton and card by the Eastern States 
Carton Division of Robert Gair Co., Inc. 


2. Asstriking floor display unit or window piece is being used by 
the Merchants Distilling Corp. to advertise Merchants whiskey. 
The life-size gentleman, lithographed in full color, calls consumer 
attention to the giant lithographed whiskey bottle which is a fine 
reproduction of the regular sales container. Produced by the Con- 
tinental Lithograph Corp. 


3. Poodle mitts, a product of the Mode Knitting Mills, are mer- 
chandised in novel packages which are, in turn, presented on the 
counter in a combination shipping-display carton. Each pair of 
mitts is inserted in a printed cellophane bag, six of the bags being 
shipped and displayed in a colorfully printed carton of cutaway 
construction. The display unit is so designed as to permit full 
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GALLERY 


visibility of the printed cellophane bags containing the mitts. Bags 
and display by Milprint, Inc. 


4. A new type of package has been adopted by the Chicopee 
Sales Corp. for the merchandising of its Chixdown diapers. Known 
as Six-A-Pak, the new package contains six diapers instead of the 
usual twelve. An 8-color display is being utilized to tie in stores 
with national advertising and to bring Chixdown out on retail 
counters. The display unit holds a good supply of diapers while 
simple effective copy is designed to inform the mother of all pertinent 
data about the product. Price is plainly printed so that self-help 
is Facilitated. The unit folds flat for shipment and is quickly erected, 
the packages holding the lithographed display in upright position. 
Display by the Oberly & Newell Lithograph Corp 


5. Two of numerous units being used by the Adam Scheidt Brew- 
ing Co. to bring its Valley Forge beer before the public. The 
display to the right is simply designed and constructed to form a 
background and pedestal for an actual bottle of beer. The unit 
to the left pictorially shows the process of making Valley Forge 
beer. Here a giant glass of the beverage serves as the central 
design motif to get attention through thirst appeal. Displays by the 
McCandlish Lithograph Co. 




















PACKAGE LEGISLATION 


(Continued from page 60) 





alcohol or spirits of a content of less than eight fluid 
ounces, or of beer, except porter, ale and stout, of a 
content of less than twelve fluid ounces. 

New Jersey—The New Jersey legislation has passed 
an amended food and drug act, designed to conform 
more nearly to the Federal Copeland Act. 

Governor Moore affixed his signature to two bills 
passed by the legislature. One provides that it shall be 
prima facie evidence of the illegality of the contents of 
any barrel, can, bottle or other container of alcoholic 
beverage where the same does not bear a label or such 
indicia required by the Federal or state government. 
The other authorizes the Secretary of Agriculture to 
receive contributions from farmers and farm organiza- 
tions and to disburse such funds for advertising of New 
Jersey farm products and provides for the establishment 
of brands to identify such products. 

New York—The State Liquor Authority ruled that 
importers of wine in bulk from Italy and Spain, who 
have been bottling it in the state in bonded warehouses 
must discontinue the practice. Commissioner Henry E. 
Bruckman declared that wine wholesalers under the 
state liquor law are permitted to sell wine only in 
original sealed containers and that the board lacked the 
authority to grant powers not in the law. The board 
also rejected, on the same grounds, a request of im- 
porters that they be allowed to recondition and refilter, 
in customs warehouses, wines which have been rendered 
unsalable through temperature changes and other factors. 

Pennsylvania—Governor James signed a bill amending 
the act governing branding of paris greens, lead arsenates, 
lime-sulphur compounds and other insecticides by pro- 
viding for the registration of insecticides and fungicides 
by manufacturers outside the state. 

Attempts to amend the state's pure food, drug and 
cosmetic statutes failed when several bills on the subject 
either died in committee or were defeated on the floor. 
Other bills that failed sought to prohibit as adulteration 
the placing of any token, coupon, prize or gift in contact 
with any article of food; to require the tops of milk 
and cream bottles to be completely covered with a cap; 
to make it unlawful for manufacturers or wholesale 
dealers to sell ice cream and other frozen products except 
by weight and to require each container to be accurately 
labeled as to the weight of the contents; and to make 
ic unlawful to sell ice cream, custard ice cream, French 
ice cream, French custard, frozen custard, sherbet, ice 
or fruit ice for resale to any purchaser not having cabinets, 
cans or other containers exclusively to preserve same. 

Wisconsin—Governor Heil signed a bill authorizing 
the state department of agriculture and markets to grade 
all Swiss cheese produced in the state. Manufacturers 
will be assessed fees for administration of the act. 





SALES Building 
DISPLAYS 


This highly successful counter display is typical of 
ADVERTISING METAL DISPLAY CO.'’s achieve- 


ments for innumerable leading concerns. 


Every item is out in front. And highly visible lettering 
of the product’s name and slogan—is another sales- 
building feature of our metal displays. 


Our Metal Signs also feature brilliant eye appeal in 
DuPont High Baked DuLux silk screen or color lithog- 
raphy. A thousand or a million signs are produced 
by us with equal perfection. 


Write for illustrated booklet and full particulars. 


ADVERTISING METAL 
DISPLAY CO. 


Factory and General Offices: 125 N. Green St., Chicago 
Eastern Divisicn: 2 E. 23rd St., New York 
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A COMPLETE WRAPPING JOB 
with utmost economy and 


SELLING VALUE 


Tums (Lewis-Howe Company) is an example of the 





thoroughness with which our machines meet a manu- 
facturer’s wrapping requirements—both for sales value 
in the package and utmost economy of production. 
The loose tablets pour into our Model EE machines 
and are stacked and wrapped in protective foil with 


attractive colored bands . . . Then two different sizes 


















Model EE 
Assembles, feeds, and wraps of cartons, containing the individual rolls, get neat 


a stack of tablets in foil fed 


froma roll. Then bands with 
printed label. SC ellophane” wraps on our FA machines . . . Finally, 


these cartons are bundled on our Model F-9 Bundling 
Machine, which makes large savings over the cost of 
using cardboard containers. 

In plant after plant, you will find Package Machinery 
Company machines doing equally complete and co- 
ordinated jobs of wrapping. 


Put your packaging problems up to us 
Consult our nearest office 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 
NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 


Mexico, D. F. Apartado 2303 Buenos Aires, Argentina: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. 
Melbourne, Australia: Baker Perkins, Pty., Ltd. 





Model FA ¢ 
Wraps cartons of Tums in trans- al 
parent cellulose fed from a roll. on 
Easily adjustable for an extremely 
wide range of sizes. of 
pa 
Si 
Wi: 
Model F-9 ag 
Bundles the cartons in heavy paper, eliminating 
expense of cardboard containers. Registers pre 
printed panels accurately. 
are 
ma 
bre 


PACKAGE MACHINERY COMPANY |e 
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Over a Quarter Billion Packages per day are wrapped on our Machines 
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PACKAGING TECHNIQUE 
and PRODUCTION 


1. View of a small section of 
the Pepsi-Cola cooler room, heart 
of the bottling plant, where syrup 
is combined with carbonated 


water to form the prepared bever- 


age, ready for the filling machines. 


INTEGRATED BOTTLING PLANT 


Carbonated beverage bottling plants differ from one 
another nowadays only in relatively minor aspects. 
The technique of manufacturing the product will vary, 
of course, as the product varies. The technique of 
packaging, on the other hand, shows a high degree of 
similarity, with a cycle from empty cases to bottle 
washer to filler, capper, labeler and thence to the case 
again and out into the field. 

Even in other liquid handling plants, very similar 
problems exist, particularly where returnable bottles 
are utilized, as in the milk industry and among certain 
manufacturers of cleaning fluids as well as among 
brewers utilizing returnable containers. 

In the giant Long Island City bottling plant of the 
Pepsi-Cola Co., these elements of similarity with other 
plants, of course, exist. But the very size of the plant 
and a company policy which has led all efforts toward 






















Filling a million bottles a day is only one part of 
the task undertaken at the giant Pepsi-Cola factory 


the direction of making the plant a self-sufficient unit 
have, in combination, served to make this factory sub- 
stantially different from most other bottling works and 
different in ways that might well serve as a guide for 
manufacturers whose products, plants and production 
problems would not ordinarily be considered as having 
anything in common with those problems of a soft 
drink bottling plant. 

The Pepsi-Cola plant is, in reality, a group of factories 
all coordinated to supply each other with raw materials 
or partly processed materials for further processing. 
Thus in one location, we find such varied activities being 
carried on as the refining of raw sugar, the manufacture 
of refrigerating cases, the making of closures and of 
wooden boxes and the paper dividers thereof—all activi- 
ties not normally considered as part of the function of 
the bottling work. 
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2. Bridge-walker’s view of the tremendous bottling room here 
rests. Ten complete bottling lines are housed in this giant 


The bottling division—heart of the plant—contains 
ten conveyor cycles, capable of unloading ten trucks 
full of cases of empty bottles and capable of washing, 
filling, capping and labeling these empties, recrating 
them and loading them on the trucks again by the time 
the last case of empties has been removed. 

The importance of this type of a set-up is great at all 
times. It is particularly so in a region where traffic 
problems, such as those encountered in the New York 
Metropolitan area, present a major problem. The 
Pepsi-Cola Co. utilizes a large number of trailer trucks 
of varying capacities, each one of which represents a very 
substantial investment. For such trucks to stand long 
idle, awaiting loading or unloading, would involve the 
company in a series of additional expenses well worth 
great efforts to avoid. Not merely would charges be 
incurred for idle truck time or idle man hours for drivers 
and helpers, an extra capital expenditure for the addi- 
tional number of trucks necessary to cover the given 
number of routes would likewise be required, plus 
garaging, cleaning and repair facilities proportionate 
to the increased size of the truck fleet. Hence, the 
engineers who designed this plant felt almost any effort 
to be justified which would permit the speediest possible 
loading and unloading of vehicles. 
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undergoing one of its weekly check-up, cleaning and repair 
room, the floor extending over 200 ft. in either direction 


One way of achieving this end would be to design the 
plant with very substantial storage facilities both for 
empty cases and for newly filled cases. This would, 
however, introduce complications of its own, requiring 
a substantial capital and inventory expenditure in terms 
of extra cases, bottles, product labels, etc., tied up in 
storage, in terms of two additional handlings per case 
‘unloading into storage and loading from storage) and 
in terms of additional plant warehouse capacity. 

The second alternative—-and the one which was 


accepted as most logical—involved a minimizing of 


storage facilities (just sufficient to take up any tem- 
porary interruption in supply or production) and a 
maximizing of production facilities so that every truck 
drawing up to the loading platform could discharge its 
load and take on a new load of newly processed con- 
tainers in the shortest possible time. The ideal situa- 
tion and one which is frequently achieved is that in 
which the unloading truck shortly receives the very 
same bottles and cases which were discharged from its 
hold but a few moments before. 

With a capacity rated at 2000 bottles per minute, the 
design of the plant along lines which would permit of 
constant loading and unloading, and with a minimum 
of warehousing of either empty or filled containers, 
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became an absolute essential and to this end over two 
miles of conveyor have been installed in the bottling 
division. Handling of cases or bottles has been mini- 
mized to permit of automatic and constant flow and at 
only two points does the human hand take a direct part 
in producing this flow of glass and wood and liquid. 
The first point is at the loading platform, where loading 
and unloading is done by the drivers of the trucks, aided 
by platform men. 

The empties pass on high level conveyors, toward the 
rear of the plant, the cases moving, by gravity, in a wide 
arc to return over a portion of the distance they have 
previously traveled, at a lower level, to confront the 
bottle washer. 

Here the bottles are removed from the cases by atten- 
dants, two to each washing machine, and placed on the 
slowly moving washing racks. The bottle conveying 
racks pass through alternating caustic and rinsing solu- 
tions and the bottles are thoroughly cleansed, brushed 
and dried. Emerging from the washer, they are in- 
spected behind giant illuminated magnifying lenses, 
without interruption of the conveyor flow, and then 
pass directly onto a rotary filler, where the already 
mixed Pepsi-Cola liquid is injected. 

At a rate of 200 per minute on each of the ten filling 
lines, the bottles emerge to proceed to crown capping 
machines. Just beyond this point, on each line, the 
conveyor splits, so that alternate bottles proceed onto 
either of two lines, toward a labeling machine. These 
twenty in all—operate at a rate of 100 per minute and 
apply both the main bottle face label and the neck label. 
The split lines merge again, after passing the labelers, 
and then proceed, through the wall of the bottling room, 
to case packers which drop 24 bottles into each case. 

The cases have meanwhile proceeded, by by-pass con- 
veyor, from the point before the washing machine where 
they had been emptied, and thus the same case frequently 
receives its own original complement of bottles, washed, 
refilled, capped, relabeled and ready—-within less than 
two minutes—to proceed on to the consumer. 

After the cases are filled, they climb toward the truck- 
ing platform, along a motorized conveyor, and the truck- 
loading crews find finished cases arriving at the plat- 
form—almost to a split second—at the time when the 
last of the empty cases from any given truck has been 
sent on its way toward the bottling room. 

Other than the truck loaders, only eight men are 
essential to the operation of each circuit—two washing 


3. As the bottles emerge from the washing machine, the ever 
watchful eyes of an inspector examine them for flaws, chips and 
breakages. 4. View through the giant magnifying glass used by 
the inspector. A strong light is located on the other side of the 
conveyor, so that every bottle is brilliantly illuminated. Disclosure 
of flaws at this stage permits removal of the bottles before they 
enter the filling line, with consequent elimination of shutdown 
because of bottle breakage. 5. View of the heart of the filling 
line. Bottle washer in the rear, rotary filler to left, capper in 
right center. Capped bottles are deploying along two 
conveyor lines to the labeling machines not shown in this photograph. 
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7. Automatic casing machines gently drop 24 
bottles into position in each case. The cases 
have arrived by by-pass conveyor from their 
unloading point before the washing machine. 
The bottles, coming single file from the 
labeling machine, are gathered into rows 
immediately over the bottle receptacles in 
the cases and 24 bottles are gathered 
before the entire group drops into the case. 


machine feeders; one to clean empty cases; one inspector 
of washing; one inspector of cleansed bottles; one 
filling and crowner attendant; one labeler attendant and 
one case packer attendant. The combined ten circuits 
produce 40,000 cases in an eight-hour day or, roughly, 
1,000,000 bottles of Pepsi-Cola. 

Thus the entire bottling division has a normal com- 
plement of only 80 operators and attendants and for 
every day’s wage, an average of 12,000 bottles are un- 
loaded, cleaned, filled, capped, labeled and reloaded 
for shipment. 

With a capacity so great, it was but natural that the 
company should seek to integrate this production with 
other facilities necessary for product production and, to 
this end, the company maintains its own sugar refinery, 
situated on a different portion of the same plant lot. 
Here raw sugar is unloaded directly from boats docked 
along the adjacent East River and refined to a heavy 
syrup, ready for use in compounding the beverage. The 
refining is not carried to the granulating stage, since this 
would merely require a reversing of the process to return 
the sugar to syrup form. 
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6. Bottles leaving the capper are separated 
into two lines as they approach the labeling 
machines which each operate at half the 
speed of the filling and capping units. 
These lines rejoin and merge just beyond 
the labelers, before the bottles pass 
through the porthole to the casing room. 





The actual Pepsi-Cola syrup is compounded in another 
Long Island City plant located near to, but not actually 
in the main plant lot. Retained in tank lots, the syrup 
is piped to a cooler room where it is mixed, under 
rigidly controlled conditions, with filtered and de- 
aerated water and carbonated. In four mixing tanks, 
the plant has a capacity of 10,000 gallons of ready-to-fill 
Pepsi-Cola per hour. The tanks are all glass lined and 
are inter-connected by stainless steel pipe. 

In another division of the vast plant, bottle caps are 
manufactured from flat lithographed stock at a rate of 
7500 gross per hour. The output of this division sup- 
plies not only the immediately adjacent bottling works 
but other Pepsi-Cola bottling works located in various 
sections of the country. 

The finished caps proceed from the manufacturing 
machines by conveyor to storage hoppers, from which 
they are automatically weighed and dumped into ship- 
ping cases of corrugated board which are automatically 
top and bottom sealed, ready for shipment. 

In another division of the plant, a complete wooden 
box making factory is operated, with a daily capacity of 
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Ton pressure, block 
Bottom Sealing is just 
one of the many oper- 
ations handled by 
Pneumatic’s complete 
line of semi-auto- 
matics. The most ver- 
satile Coffee Weigher 
onthe market isanoth- 
er Pneumatic semi- 
automatic unit. 





Make your own carton 
linings and insert 
them automatically. 
Feed, form, fill, weigh 
and close your cartons 
on co-ordinated Pneu- 
matic hook-ups. This 
speed range is recom- 
mended for flexibility 
required to handle 
several sizes. 





The combined Lining & Carton Closing unit 
illustrated is one of many types of hi-speed fold- 
ing carton units Pneumatic builds. Tight 
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YOU NEED 
IN FOLDING CARTON EQUIPMENT 


The folding carton’s ability to 
meet every major requirement 
for shipping strength, effective 
design, display value, package 
economy and consumer ac- 
ceptance, accounts for its 
world-wide use as the basic 
package type for dry products. 
Miniature folding cartons are 
used for quantities as small as 
414 grams of powdered yeast. 
Giant suitcase sizes 70 times 
as large as the miniature carry 
5 lbs. of soap flakes to market. 
Both are packed by Pneumatic. 


Pneumatic semi-automatics 
bottom and top seal a wide 
variety of grocery products car- 
tons at 15 to 20 per minute. A 
large soap producer uses a 
Pneumatic hook-up for turn- 
ing out 105 soap powder pack- 
ages each minute. These ran- 
dom examples show why more 
dry products are packed in 
folding cartons by versatile 
Pneumatic machines than by 
all other makes combined. The 
reason, guaranteed ‘‘lower cost 
per container!’’ 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. 
(Norfolk Downs Station) 


Branch Offices: 
NEW YORK - CHICAGO: SAN FRANCISCO 
LOS ANGELES 


Wrapping is another Pneumatic contribu- 
tion to the effectiveness of carton packages. a | J 7 A T C 
* 
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10,000 crates per day. Selected cottonwood, cut along 
the Mississippi banks, is shipped by rail or water to 
pierside at Long Island City and the blank ends of the 
cases proceed first through a specially designed printing 
press which, at rate of 120 per minute, provides a two 
color imprint of the Pepsi-Cola name and legend. A 
special gloss finish, impervious to caustic acids, fre- 
quently encountered by the cases in the bottling plant, 
is utilized. 

The printed case ends proceed, by roller gravity con- 
veyor, to setting up nailing machines, uniquely designed 
to insert the nails at an angle. A special nail coating 
is utilized which likewise resists disassembly of the 
container. Ends are nailed to sides on one machine, 
then proceed to a bottom nailer and then to a rotary 
strapping machine which applies steel strapping under 
high tension to bind the ends of the crate. The strap 
is cut with circular ends to prevent danger to case 
handlers and is nailed firmly into position, by hand, by 
the two attendants of each of these machines. 

The company reports that the life of the average box 
is some three years. Assuming an average of 200 round 
trips per case, this would indicate the ability to with- 
stand 600 complete cycles of handling with all the 
attendant knocks and blows that these figures imply. 

In the same plant, paper partitions are made for use 
in the wooden cases, this division having a capacity of 
50,000 Case partitions per day. A water resisting card- 
board is utilized and the company reports that it has 
found paper dividers serving at a lower cost than wooden 
partitions, in spite of the need for more frequent replace- 
ment. The average cardboard filler is good for fifteen 
to twenty return trips and the life of the wooden case is 
not limited by the crumbling of a wooden partition as, 
it is reported, would be the case were such partitions 
to be utilized. 

In what would be termed a separate factory by itself 
vet located on the same plant grounds—the company 
makes its new enamel-on-steel cooler units, forming the 
sheet metal walls and legs, welding them together, spray 
painting them and baking the enamel in electric fur- 
naces, all inter-connected by belt conveyors. Decora- 
tive lettering is applied by silk screen process and baked 
on and Celotex insulating linings inserted. Each cooler 


8. View of a small section of the Pepsi-Cola sugar refinery. Here 
suger syrup is prepared for mixture into the Pepsi-Cola formula. 
9. Two-color printing press which imprints caustic resistant ink 
on wooden case end. Speed 120 ends per minute. 10. Box 
erecting and nailing machine. A\lll the nails on one end of the*box 


are inserted at one throw, placed at an angle to defy later dismantling. 
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Type of die-cut cartons handled on machines 


ERE are two machines that deserve a 

place in your plant if you are using 
cartons similar in type to the one shown 
above. They can be made adjustable to 
handle a wide range of carton sizes and only 
require one operator for the two machines. 
Sturdily built for many years of satisfactory 
performance, they combine economy and 
efficiency to insure profit. For larger or 
smaller production, other model machines are 


available. 


At the present time, if you are setting up 
and closing these cartons by hand, your cost is 
undoubtedly too high and can be consider- 
ably reduced by using this equipment. 


Send a sample of each size carton you wish 
to handle or advise their dimensions and 


complete information will be sent to you. 

















PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 





Canadian Representative: DELAMERE & WILLIAMS, LTD., W. TORONTO, CANADA 
British Representative: BAKER PERKINS, LTD., PETERBORO, ENGLAND 


THEY MAY BE 
THE DIFFERENCE BETWEEN 


PROFIT AND LOSS 
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holds 96 bottles and costs the distributor approximately 
$12. The units are of modern, streamlined design with 
divided top permitting dispensing attendants to examine 
and have access to one-half of the total contents of the 
cooler case by lifting one of the two hinged lids. Since 
the bottles stand upright in the case, the attendant may 
readily identify the product sought therein by examining 
the caps of the bottles. 

It will be noted that here every possible advantage has 
been taken of mass production in the bottling plant to 
reduce all costs—not merely bottle handling costs—to a 
minimum. Raw materials are processed in this plant 
and packaging facilities are manufactured. Only the 
glass bottle making plant is not included in this com- 
plete integration which makes the manufacture of a 
five-cent soft drink a vertical industry with a single 
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11. Case bottom nailing machine similar in 
action to the unit which inserts nails in erecting 
the box frame. 12. Box metal strapping ma- 
chines which bind both ends of the crate with 
metal strap, under high tension, simultaneously. 


13. General view of the cap making department. 


company carrying all the processes on, from the work- 
ing over of raw materials to manufacture of the 
means of distributing and preserving the finished 
product for sale. 

Credits: Washing machines, Geo. J. Meyer Mfg. Co. 
Rotary fillers, Geo. J. Meyer Mfg. Co. Cappers, Crown 
Cork & Seal Co. Labelers, Economic Machinery Co. 
Casers, Standard-Knapp Corp. Conveyor system, The 
Lamson Co. Cooling and refrigeration equipment, York 
Ice Machinery Corp. Saturaters and carbonaters, Crown 
Cork & Seal Co. Mixing tanks, A. O. Smith Corp., 
The Pfaudler Co. Shipping container top and bottom 
sealing machine, Standard-Knapp Corp. Case and print- 
ing press, Morgan Machine Co., Inc. Nailing machines, 
Morgan Machine Co., Inc. Metal strapping machines, 
Wm. S. Doy, Inc. 














FILLING MACHINES 


SINGLE STATION PACKER 


“For packing various types of containers, bags, 
cans, cartridges, etc. This machine firmly packs 
the container with the proper quantity at a uni- 
form density and a minimum amount of work for 
the operator. The machine can also be used 


for pastes —total pressure of packing may be 


120 Ibs. or 340 Ibs. 





For Insecticides, CO), emicals, Flour or Cereals uya 
to 25 lbs. in weight in bags ot other containets 


DUPLEX PACKER AND WEIGHER 


Waren a fine accuracy of weight is required 
in addition to the packing or crowding of the 
material into the container, the Duplex Packer 
and Weigher is indicated. The material is 
packed at the first station and is gross weighed 
at the second station. 


Let us consider your filling and packing problems. 
These are but two of the many models of packag- 
ing equipment which we manufacture. Write us 
what you wish to accomplish and we will specify 
in detail the machine best suited for your work. 


STOK E(XSSyMITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 









FRANKFORD, PHILADELPHIA, U. S. A. 
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STROBOSCOPE 


A new lightweight, portable, self-powered stroboscope 
for the analysis of machinery motions has been developed 
by the Boulin Instrument Corp., under the name of 
Strobomeca. The instrument permits slow motion ob- 
servation or ‘‘standstill’’ observation of the performance 
of machinery operating at high-rate speeds and thus 
permits analysis or correction of machinery operations 
which would not be possible were the speeds reduced or 
the machine stopped. The unit is designed to have par- 
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ticular application in certain phases of packaging as, for 
instance, in the adjustment of bag-making and bag- 
forming machines and in other cases where paper or 
other film are held under tension during the machine 
operations. 

The instrument may also be utilized to determine the 
rate of speed of machines or of particular machine parts 
where such determination is not practicable with a con- 
tact instrument. The unit may also be utilized to deter- 
mine the speed of oscillating or intermittent movements 
such as valve tappets. 

The instrument, weighing only 10 oz., is claimed to 
contrast with previously available stroboscopes having 
weights of from 12 Ibs. to 200 Ibs. The Strobomeca is 
available in ranges of from 500 to 8000; 1000 to 12,000 
and 1000 to 16,000. Shipping weight is 24 oz. 
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BANDING MACHINE 


Miller Wrapping and Sealing Machine Co. has announced 
the development of a new automatic banding machine 
known as the Corley-Miller Model B. The machine ts 
designed for the banding of index cards, stationery, 
books, cartons, special combination packages and other 
reasonably solid items of uniform height utilizing trans- 
parent films, Kraft or other plain or printed papers. 
The band is cut crosswise from a roll and a line of glue 
automatically applied at one end. It is then picked up 
and carried by conveyor belt past the package feeding 
station and band and package then ride through the fold- 
ing section where the ends of the band are overlapped 
and sealed 

The length of the band, in view of the crosswise cut, 
is determined by the width of the roll of film used. 
The machine is reported to have a speed of up to 35 pack- 
ages per minute and is available in two models. One 
model is adjustable for packages from 2'/2 in. to 11 in. 
long, 3*/s in. to 8 in. wide and '/;in. to 4in. high, which 
require a band not longer than 17 in. and not wider than 
10 in. The minimum band width on this model is not 
less than 2 in. nor less than '/; the length of the package. 

The second model is adjustable for packages from 
2'/s in. to 11 in. long, 3%/s in. to 11 in. wide and !/, in. 
to 4in. high, which requires a band not longer than 24 in. 
Maximum band size, 24 in. long by 10 in. wide. Mini- 
mum band width, not less than 2 in. nor less than '/ 
the length of the package. 

Both machines occupy a floor length, including the 
feeding roll, of 9 ft. and stand 4 ft. 6 in. high. The 
Model B-17 for smaller packages is 2 ft. 4 in. wide and 
weighs approximately 1700 lbs. The Model B-24 is 
3 ft. wide and weighs approximately 2000 Ibs. Both 
utilize a '/; hp. single phase motor. 
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To Our Customers: 


Do NOT BE ALARMED by rumors now current 
regarding shortage of supplies of Adhesives, Gums, 
Starches, Dextrines, and other allied products. 


This Company announces that it has adequate stocks 
to insure all its customers of a normal supply of stand- 
ard materials, and expects to fulfill all its contracts 
and advance bookings in its usual manner (unforeseen 


or unusual contingencies excepted). 


Recognizing that the steady supply of our products 
represents a service that is vital to your continuous 
Operation, our first interest is the proper protection 
of that service—YOUR GOOD WILL—our most 


valuable asset. 


NATIONAL ADHESIVES 


DIVISION OF 


NATIONAL STARCH PRODUCTS INC. 


EEE EEE EES EEE EEE EERE HEHEHE EEE HSE EAE RE HHH 


OCTOBER 1939 89 





@ 




















HEAVY DUTY GRAVURE PRESS 


The Klingrose Machine Corp. is producing a new multi- 
color gravure press with a speed of 300 ft. per minute and 
upward, dependent upon the type of work. The press is 
designed to handle a wide variety of papers ranging from 
lightweight to board stock and including glassine and 
transparent films. A differential register control in con- 
junction with the paper control feeds is claimed to pro- 
vide absolute accuracy of register. 

The machine is so designed, it is stated, as to provide 
complete drying between colors and thus to eliminate 
offset. Work ranging from transparent shadings to full 
color opaque solids may be run separately or in combi- 
nation. Metal ink combinations of solids and shadings 
are thoroughly practical. The machine is suited for 
production of wrapping papers, labels, cartons, corru- 
gated liner stocks, box covers, transparent films and 
glassine wraps and for staining, drying and overprinting. 


ROTARY CAN FILLER 


A rotary can filling machine for all sizes of cans up to 46 
oz. is being marketed by The Pfaudler Co. The 12-station 
filler illustrated operates at a claimed speed of 175 cans 
per minute on 8-oz. containers, 150 per minute on No. 





og 
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This multi-color gravure press 
is designed to handle a 
wide variety of papers rang- 
ing from lightweight to 
board stock and_ including 
glassine and transparent films. 


21/9 size cans, 120 per minute on No. 3 cans and 100 per 
minute on No. 46 oz. cans. This model is said to fill all 
diameter cans from 2!'/j5 in. to 4'/4 in., inclusive; all 
height cans from 2!'/j¢ in. to 7 in., inclusive. 

By means of a quick-adjusting center shaft, operated 
by a hand wheel, the reservoir and valve assembly may 
be adjusted when changing from one height to another, 
assuming the diameter of the can remains the same. 
When adjusting the machine for different diameter cans, 
it is necessary to change the intake star, the combination 
feed and discharge guide and the can center chucks 
on the lifter turrets. 

All working parts of the filler are enclosed and the 
entire machine is assembled in three compact units—the 
main frame, operating mechanism and reservoir. The 
reservoir and valve assembly may be quickly removed, 
the operating mechanism may be quickly lifted off the 
main shaft and it is possible, it is claimed, to take the 
entire machine apart in 30 minutes. 





REDESIGNED TAPE DISPENSER 


The Minnesota Mining & Manufacturing Company's 
scotch tape dispenser has been redesigned by Barnes & 
Reinecke to eliminate jagged corners and sharp edges 
which cause scratched fingers when attempting to re- 
move the tape from the unit. Elimination of snag- 
catching angles was achieved by rounding corners in 
smooth contours. Strength and rigidity were worked 
into the new dispenser by adding simple ribs. Easy 
removal of the tape, with a single movement of the hand, 
was included in the redesign by moving the tape cutter 
away from the roll itself. This also served to leave a 
handy portion always at the fingertips for future use. 








YOUR CHOICE SHOULD BE 
THE FIRST AND ORIGINAL— 
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ping Case Sealer with 
18’ Compression 
Unit— 


AUTOMATIC CASE SEALING MACHINERY 


If you are looking for the most for your money, long life, dependability, speed 
and efficient shipping case sealing, the units shown here will meet your require- 
ments. Rapidly adjustable, very few wearing parts, operation smooth and prac- 
tically noiseless. Speeds 200 to 2000 cases per hour. Rapidly adjustable. No 
operator required. 


~ Millions of Shipping Cases Are Automatically Sealed Each Year—The 
ve Packomatic Way! 


PACKOMATIC HAND GLUE 
SEALER 


Hundreds of manufacturers, both large 
and small, have found the Packomatic 
H.G. unit the most economical. Built to 
last a lifetime, both top and bottom belts 
motor driven. Rapidly adjustable. Fur- 
nished for any desired speed. 





AUTOMATIC PACKAGING MACHINERY FOR EVERY 
PACKAGING PROBLEM 


Packomatic meets every packaging problem, with increased production, lower costs. 
We build a large variety of scales, volume fillers, auger packers and fillers, carton sealing 
equipment, etc. You will find the Packomatic Way the most economical way! 


Fou, Engineers Will 
Gladly Call Upon 
Request without 


Obligation 





PACKAGING MACHINERY 
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REPRESENTED IN 


CHICAGO NEW YORK BOSTON 
ST. LOUIS NEW ORLEANS SEATTLE 
SAN FRANCISCO LOS ANGELES 
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PORTABLE ROLLER CONVEYOR 


A roller type portable conveyor, featuring high tensile 
strength combined with light weight, has been placed 
upon the market by the Aluminum Ladder Co. 

The unit is equipped with steel ball bearing wheels 
fitted on an eccentric axle at each end of the conveyor. 
When the wheels are in a down position, the conveyor 





may be rolled from place to place. When they are lifted 
up, the conveyor rests on the floor. Due to the light 
weight of aluminum, only one or two people are needed 
to change location of the conveyor. 

The construction and tensile strength of this conveyor, 
it is reported, enable it to support heavy loads. Ease of 
cleaning makes it ideal for use where liquids are liable to 
spill from open containers. 

The unit can be supplied with or without legs and with 
or without wheels on the legs. The model shown is 10 
ft. long and 14 in. wide and weighs 45 Ibs. without wheels 
and 52 lbs. with wheels and eccentric axle. Various 
types are available in varying widths, lengths and heights 
to suit different needs. 





LABEL PASTING MACHINE 


The application of glue or water on labels measuring up 
to 5'/2 in. in width is the purpose of a new machine 
developed by the Glue-Fast Products Co. The unit is 
hand operated and is constructed of heavy die-cast metal 
with chromium plated guide-plate. The machine is 
equipped with reeded brass rollers for use as a gluing 
unit or with two wick covered rollers for moistening. 
Application is made by placing the label against the 
guide, which is adjustable, and then drawing it over a 
pair of finely reeded synchronized brass rollers. Appli- 
cation of glue is thus evenly distributed on the label. 
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DESK TYPE BASIS WEIGHT SCALE 


The Thwing-Albert Instrument Co. has announced the 
development of a new type of basis weight scale. The 
unit is 20 in. high and may be utilized on desk or table. 
The scales are reported to be constructed ruggedly and 
calibrated accurately. The scale operates in ball bear- 
ings which reduces friction to the minimum and insures 
sensitivity. The dial of the scale is 17'/2 in. long. The 
ranges available are o-50 lbs., o- 100 lbs., and 0-125 lbs., 
furnished for both 480 and 500 sheets count. Special 
ranges may be had on order. 


WRAPPING MACHINE 


A new cake and sweet goods wrapping machine, known 
as the Oliver Slicenrap, has been placed on the market by 
the Oliver Machinery Co. Illustrated is the front side 
view of the unit with inbuilt conveyor fitted with auto- 
matic cardboard folding and feeding attachment, but 








without the slicer or quick-seal attachment which is 
available if desired. This type of machine is particu- 
larly suited for the wrapping of small cakes, sweet 
goods, etc. Packages are laid on either the flat or 
U-shaped folded cardboard backing as they automati- 
cally come in front of each flight and are carried directly 
up to the elevator before the trip switch acts and the 
transfer is made to the folding compartment. 
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Sunbrite 


Cleanser | 





DIRT CHASERS 


Case Sealed on 


STANDARD-KNAPP Equipment 


Why are STANDARD-KNAPP Case Seal- 
ers the almost unanimous choice of the 
leading soap, drug, cosmetic, food, bever- 
age, tobacco, oi], and what-have-you man- 
ufacturers? 

The good reasons are many: Great Per 
Unit Savings, High Operating Speeds, 
Adaptability, Simplicity of Construction, 
Low Operating and Maintenance Costs. 

Let us send you the facts and figures 
on why so many leaders standardize on \ 
STANDARD-KNAPPS . . . showing how 
you too can gain heavily over your pres- 


ent methods. 
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STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PAC”AGING, AND CAN LABELING MACHINES 


43-27 32nd Place 208 W. Washington Street 702 Society for Sav. Bldg. 300 Seventh Street 
LONG ISLAND CITY, N. Y. Oi IOP NETO) CLEVELAND SAN FRANCISCO 


420 S. San Pedro Street 3224 Western Avenue 1208 S. W. Yamhill Street Windsor House, Victoria Street 
LOS ANGELES SEATTLE PORTLAND, OREGON LONDON, ENGLAND 








AN AGREEMENT FOR THE ACQUISITION of all 
assets of the Bakelite Corp. by the Union Carbide and 
Carbon Corp. has been approved by the Board of Direc- 
tors of Carbide. It is reported that the consummation of 
the agreement will bring valuable supplementary facili- 
ties to both organizations. Under the agreement there 
will be distributed to Bakelite stockholders 187,500 
shares of Carbide common stock exchanged for Bake- 
lite’s assets. Bakelite preferred stockholders will be en- 
titled to receive for each preferred share 11/4 shares of 
Carbide stock, the remainder of the Carbide stock to be 
divided ratably among the Bakelite common stock- 
holders. The agreement will become effective upon rati- 
fication by the holders of each class of Bakelite stock. 


C. F. HENRY, manager of the Chicago office of the glass 
and closure division of the Armstrong Cork Co., died 
August 15. R. J. Fitzgerald, formerly manager of Arm- 
strong’s Boston office, has been appointed to succeed 
Mr. Henry as Chicago manager. G. C. Coleman of the 
New York sales office has been appointed manager of the 
Boston office. Replacing Mr. Coleman in the New 
York office will be V. A. Game who has been connected 
with Armstrong since 1922. 


G. FRED RIEMAN has resigned as vice president of the 
Anchor Hocking Glass Corp., Lancaster, Ohio, to as- 
sume a general executive position with Ball Brothers 
Co., Muncie, Ind. 


WILLIAM HENRY DEISROTH, president and founder 
of W. H. Deisroth Co., Inc., Philadelphia, Pa., died 
August 26. 


JESSE GUTMANN, vice president of Ferdinand Gut- 
mann & Co., Brooklyn, N. Y., died September 1. 


THE KARL KIEFER MACHINE CO., Cincinnati, Ohio, 
has announced the appointment of C. M. Bunn as the 
company’s representative with offices at 76th and Vin- 
cennes Ave., Chicago, III. 


THE ARVEY CORP., Chicago, Ill., has announced the 
purchase of additional property with a view to expand- 
ing the company’s plant at 3462 North Kimball Ave. 
The new space adjoins the property and plant occupied 
at the present time. 


GEORGE HINSHAW, chief chemist at the Goodyear 
Tire & Rubber Co., Akron, Ohio, has been made pro- 
duction manager for all the Goodyear factories outside 
of the United States. 
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PLASTIC INLAYS, INC., Summit, N. J., has announced 
the following office personnel in the Middle West: 
Detroit, Mich. office, 810 Stephenson Building, B. E. 
Wilson, manager. Chicago, Ill. office, 448 Wrigley 
Building, Lee M. Rogers, manager. 


ATLANTA PAPER CO., Atlanta, Ga., announces the 
addition of a new building to its present plant manu- 
facturing facilities. 


TO AID ADVERTISERS, affected by the Food, Drug 
and Cosmetic Act, key their advertising to the newly 
imposed regulations, the Surety Advertising Bureau has 
been formed with offices at 280 Madison Ave., New 
York. N.Y. 


N. H. DEFOE, formerly account executive of the Out- 
door Advertising Agency, is now connected with the 
Display Guild, New York, N. Y., as in the capacity of 
sales promotion manager. 


EDWARD S. WAGNER, first vice president and Trea- 
surer of the Scott Paper Co., Chester, Pa., died August 15. 


THE POLYGRAPHIC CO. OF AMERICA, INC., and 
the Vermont Gravure & Lithograph Corp., announce the 
opening of a sales office at 80 Boylston St., Boston, 
Mass. Thomas S. MacMechan, formerly in charge of 
the Boston office of the U. S. Printing & Lithograph 
Co., has been appointed New England sales manager of 
the two companies. 


THE PURE-PAK DIVISION of the Ex-Cell-O Corp., 
Detroit, Mich., has issued an 8-page booklet on its new 
milk-packaging machine. Profusely illustrated, the 
booklet presents much data on both the machine and the 
fibreboard container utilized for milk. 


A FOLDER has been issued by the Acme Staple Co., 
Camden, N. J., which presents comprehensive informa- 
tion on carding—carding machinery, types of staples and 
photographs of a few packages which have already been 
stapled to cards. 


THE CHAIN BELT CO., Milwaukee, Wis., has an- 
nounced the acquirement of the business and all of the 
net assets of the Baldwin-Duckworth Chain Corp. of 
Springfield, Mass. 
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@ Read this thrilling letter in the 
current issue of the METAL EDGE 
PACKAGER. Write for your copy, 
without cost or obligation, right now. 

If you’re at all concerned with 
packaging you'll like this lively 
periodical... will want to be on the 
complimentary mailing list to re- 
ceive every issue. 

Metal Edge, as you know, is the 
modern packaging method by 
which manufacturers assemble their 
own “strongest paper boxes” as 
needed from day to day—with many 
resulting economies andadvantages. 

The pocket-size magazine tells a 
running story of packaging develop- 
ments in 77 industries: in addition, 
has much of general interest for 
executives. 

Ask a friend who is getting the 
PACKAGER regularly! Write to 


NATIONAL METAL EDGE BOX CO. 


334 North 12th Street, Philadelphia 


Siongest Teper Box 
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LUSTEROID 





On Shipping: because they are only approxi- 
mately 25% the weight of 
equivalent glass. 


Breakage: because they are unbreakable. 


Labeling: because multicolor labeling is 
an integral part of their manu- 
facture. (Saves on paper, print- 
ing, pasting.) 


Packing: because no wadding or filling 
is necessary. 


and 
LUSTEROID rigid cellulose tubes and 


vials come in colors (anyone you can 
name). Can be transparent or opaque as 
your product requires. LUSTEROID is 
a vivid and beautiful substance that is 
distinctly pleasant to view and touch. 


LUSTEROID is also a service—a 
custom package design service that will 
create a package in LUSTEROID to 


suit your requirements. 


A note or ‘phone call will 
bring an answer to your pack- 
aging problem. 


LUSTEROID CONTAINER CO., INC. 


Formerly Lusteroid Division of the Sillcocks-Miller Co. 
12 Parker Avenue West So. Orange, New Jersey 





OCTOBER 1939 95 








ntormation —Fite 


Unless otherwise indicated, copies of catalogs. 
booklets, etc., mentioned in this department 
beelo im ol-Mo) ol Cotbel-Te Mua lielel iMod eletcet-Moharcpalttelem to 
Wel-B-} ole) elles stele moleseeholosoh met Gtel-Motcleta-\t-Mei haem 





“PROTECTIVE COATINGS FOR METALS" by R. M 
Burns and A. E. Schuh. (Published by Reinhold Pub- 
lishing Corp., New York, N. Y. $6.50.) Prepared as 
one of the American Chemical Society Monograph Series, 
this work is of a scientific nature, yet it has considerable 
information of use to manufacturers concerned with 
problems of protection through the utilization of metallic 
or non-metallic coatings. The book is not intended to 
be a manual for the production of protective coatings, 
although considerable information is given on this phase 
of the subject, but it does provide a wealth of information 
on metallic and non-metallic coatings. The materials 
engineer, seeking practical help in preventing corrosion 
by protecting the surface, will thus find this volume a 
mine of information. 

Among the sixteen chapters are some of special interest 
in the food field, including: Types of Metallic Coatings 
and Methods of Application; Tin Coatings; Nickel and 
Chromium Coatings; Methods of Testing Metallic 
Coatings; The Durability and Evaluation of Paints; 


and Paint Practices. 


A CATALOG OF FOIL PAPERS has been issued by 
Hampden Glazed Paper & Card Co., Holyoke, Mass., 
under the name of ‘‘Hampden Foils.’ Swatches of 32 
differently colored foils in six different embossing pat- 
terns are presented. A price list is likewise included. 
The foils presented in this booklet are stvled, it is 
stated, to meet current fashion trends as to color and 
pattern as well as to meet standard everyday demands. 
A comprehensive selection of colors and patterns is 
included among the 96 swatch sheets. 
“IT’S NOT A TOSS-UP which wrapping machine you 
buy’’ is the title of a circular issued by the Package 
Machinery Co., Springfield, Mass. Several wrapping 


machine models are shown and informative data offered. 
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“STRUCTURAL BENDS OF TEMPERED MASONITE" 
is a 20-page illustrated booklet published by the Produc- 
tion and Supply Division of W. L. Stensgaard & Asso- 
ciates, Inc., Chicago, Ill. ‘‘Structural Bends’’ are de- 
signed for use in constructing window and interior store 
displays, exhibits, counter or floor display pieces, back- 
grounds, etc. The booklet presents numerous sketches 
and drawings of various designs and constructions, to- 
gether with dimensions and possible applications. 


MANUFACTURERS AND PRODUCERS who consider 
the wording of the Federal Food, Drug and Cosmetic 
Act too formidable for easy digestion will be interested 
in the simplified pamphlet, put out by Laucks Labora- 
tories, Inc., Seattle, Wash., interpreting in an under- 
standable fashion the stipulations and regulations con- 
tained in the new law. 


USERS OF TRANSPARENT SHEETINGS will find some 
helpful points regarding the handling and use of these 
materials in the booklet “‘Gluing Transparent Sheetings 

and Other Facts About Them” issued by the National 
Adhesives Division of National Starch Products, Inc., 
New York, N. Y. This booklet lists the six main types 
of transparent sheetings in general use today and gives 
simple methods of identifying each. It explains the 
uses of aqueous and non-aqueous adhesives for gluing 
these materials. 


WILLIAMSON ADHESIVES, INC., Chicago, Ill., has 
published a brochure on its cold odorless adhesives 
utilized for a wide variety of gluing purposes. Informa- 
tion on adhesives for transparent cellulose products such 
as cellophane, Sylphrap, Kodapak and Protectoid is like- 


wise presented. 


CHESTS OF CEDAR AND WOOD FINISHES are :llus- 
trated in a circular issued by The Pilliod Cabinet Co., 
Swanton, Ohio. A comprehensive selection of gift 
chests is shown with information on the available fin- 
ishes, weight and other descriptive material included. 


“BRING IN ALL WINDOW SHOPPERS" is the title of 
a booklet published by The Crane-Howard Lithograph 
Co., Cleveland, Ohio. The booklet illustrates various 
stvles and suggestions for window trim material. Prices 
of trim sets are listed in each of the 25 window sketches 
presented in the publication. Likewise offered are 
sketches of eight different counter display units. 


THE KARL KIEFER MACHINE CO., Cincinnati, Ohio, 
has issued a booklet which illustrates and describes 
various machines for bottle cleaning and filling, tube 
filling and sealing and for a variety of other packaging 
operations. 


In the September issue of Modern Packaging, a number 
of gift packages recently adopted by Daggett & Rams- 
dell, Inc., were credited to Shoup-Owens, Inc. The 
actual manufacturer of these packages is Karl Voss Corp. 














Production 
And Size 


in 
MOLDED 
DISPLAY 
PACKAGES 











1 Ring Box—Elaborate decoration; 
conservative shape. 


2 Gruen Watch Box—Displayed in 
fine jewelry and department stores 
everywhere. 


3 Wet Rouge Compact—Smallest 
plastic container ever produced 
with hinge cover: 1” x 1!/s”, 


Display Packages, molded of plastics in beautiful pastel 
colors, can be produced by us in the greatest variety of 
sizes. 


The RATHBUN Molded Hinge Construction provides a 
perfectly smooth exterior surface, free of all metal obstruc- 
Son. - spring action holds the package firmly opened or 
closed. 


Our specially developed facilities, for both molding and 
decorating, permit economical production runs of as few 
as 500 pieces or as many as 350,000. 





Why not consider your product in a molded Plastic Display 
Package? We shall be pleased to submit suggestions for 
your observation and approval. 


all bu Vl 


MOLDING CORPORATION 


SALAMANCA NEW YORK 


| ment. 








‘DOES DOUBLE DUTY 


In addition to providing strong staples that stay tight for the 
life of the carton, Colorstitch adds a recognized sales advan- 
tage—“eye-appeal.” Colorstitch is furnished in all standard 
colors to blend or contrast with those of the printed carton. It 
is now being used by dozens of companies to improve the 
appearance of their packages. 


Colorstitch can be made in all standard flat stapling wire sizes 
and may be used satisfactorily on all carton stitching equip- 
The color is applied by the exclusive Acme process. 


Write for a color sample card and see for yourself how easily, 
economically and effectively your cartons or boxes can be 
“dressed-up.” 





stitch unusual durability, rust resistance and at- 
tractive appearance. Uniform size and temper and 
the one-piece five- and ten-pound coils assure maxi- 
mum stitching speed and minimum stops. Mail the 
coupon for a free sample coil—let it prove its ad- 
vantages on your own equipment. 


ACME STEEL COMPANY 


2843 Archer Avenue, Chicago, Illinois 


Branches and Sales Offices in Principal Cities 





ACME STEEL COMPANY, 2843 Archer Ave., Chicago, III. 


Send a FREE 5-lb coil of SILVERSTITCH, size 
Send the new Colorstitch sample card 
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SELLING A JOB—NOT A PRODUCT 


(Continued from page 75) 





pointing to a message listing a few of the articles which 
may be made with the product, quickly gives the con- 
sumer a complete story about Pliofilm. The base of the 
carton is decorated with line drawings, in reverse on a 
blue background, of a variety of articles as they appear 
when made of the material. 


The roll wrappers, executed in blue and yellow, permit 
a portion of the Pliofilm exposed at the ends so that the 
consumer can see and feel the material. An all-over pat- 
tern of copy suggesting articles which may be made 
forms one portion of the wrapper, while the other portion 
carries the product name on one side and the distribut- 
ing company’s name on the other, so that no matter what 
position the roll may be in, identity is maintained. 


A second display unit is a cardboard panel with an 
easelback construction. Here an actual piece of Pliofilm 
is attached to the display, appearing as if a young lady 
were in the act of cutting it. Line drawings again take 
prominent position to catch consumer attention as well 
as to intrigue and inform them with the versatility of 
Pliofilm. A yellow and blue combination is adopted 
here as in the case of the display carton. 


Credit: Pliofilm display card and roll wrappers by 


Dennison Manufacturing Co. Display carton by Sample- 
Durick Co., Inc. 





GIFT PLANNERS ARE TRADING UP 


(Continued from page 35) 





absence of ‘‘gadgetty appearance’’ to any Pioneer boxes. 
The cardboard boxes are heavy weight and the colored 
paper used to cover them is not only tough, but high 
gtade and in many cases is laminated with cellophane to 
give a bright and lustrous appearance. Other boxes 
are covered with cloth and where utility boxes are used, 
they are tough and durable. Hinged lid boxes can be 
handled with assurance and not as happens in so many 
cases where manufacturers try to ‘‘get away with some- 
thing’’ with a prayer that the hinge will hold together 
until the box is out of the retail store. 


As mentioned before, the best interests of the retailer 
have also been carefully regarded in the designing of 
Pioneer's gift boxes. The tops are flat, thus enabling 
the merchant to stack them on his counters and in his 
stock shelves. Where irregular shaped utility packages 
are used, there is a chip-board box or a heavy cardboard 
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sleeve to protect it from damage and to answer the mer- 
chant’s problems and wishes. It is not a haphazardly 
thrown together, last minute attempt, but rather repre- 
sents years of experience, continuous research, clever 
thought and ingenious development. 


Yardley & Co., Ltd., long noted for the care with 
which their holiday gift assortments have been planned, 
this year introduce three of interest particularly in that 
they utilize the traditional set-up box with hinged lid 
to form an attractive display package when open and an 
eye-appealing gift container. Such display notes as the 
tilting of the Lotus Lavender bottle in one of these pack- 
ages will no doubt be highly approved of by dealers as 
will be the fact that the sales person is enabled, by the 
construction of the packages themselves, to demonstrate 
the details of any single one of the items within the 
gift assortment. 


For the gift giver, the containers have been carefully 
planned to place the greatest emphasis upon pleasing 
appearance with a minimizing of advertising matter on 
the outside of the containers. On one of the containers, 
the word ‘‘Yardley’’ appears only on the interior of the 
package lid. In two other cases, the company name 
appears on the exterior of the container but is so inte- 
grated with the general design scheme as to call forth no 
consumer objection. 


Hickok Manufacturing Co., Inc., has produced four 
uniquely designed gift cases for belt and buckle sets, 
utilizing molded plastics in unusual color combinations, 
diecast metals and even glass in combination with fili- 
gree diecasting to achieve startling effects both on dis- 
play and in the home. 


Once again, emphasis has been laid upon the absence 
of the Hickok name on the visible faces of the package, 
the name and seal appearing only on the inner surfaces of 
the container lids. On store display, no loss is here 
accounted since the packages are accompanied by display 
pieces presenting the name. When reuse, however, is 
considered, this minimizing of company name obviously 
builds goodwill and encourages the retention of the 
package after the product has been removed. 


Particularly interesting is the use of glass, for perhaps 
the first time in this field, as the base of a cylindrical 
container to which a belt and buckle set is coiled. 
The top of this box of die-cast metal has a perforated 
surface in intricate design and reuse possibilities as a 
cuff and link box or for other household utility pur- 
poses are obvious. The decorative value of the tech- 
nique here followed would seem to offer very interesting 
design and construction possibilities for other gift and 
holiday merchandising fields. 


Credit: ‘‘His’’ line—Shaving bowl and talcum con- 
tainer molded in Durez plastic by the Van Norman 
Molding Co. Boxes by W. C. Ritchie & Co. Caps by 
Chase Brass & Copper Co., Inc. Larsen line—Copper 
basket and hanging bowl supplied by Revere Copper 
and Brass, Inc. 








Dusting Howders 


—_ 4, 





SF... here are just a few varieties 


of powder cans which Continental makes 
for the Industry. Also, different types of 
closures designed for greater consumer 


convenience. 


Add to these practical factors an at- 
tractive colorful design, lithographed by 
Continental craftsmen, and the result will 


be an outstanding sales package. 


Perhaps we can suggest a container 


which will suit your product better. 


<> 
CONTINENTAL 
CAN COMPANY 


’ 


New York + Chicago + San Francisco - Montreal - %o7c"to - Havana 





Compact, convenient for shipping, 
storing, and carrying home. 


Sets up easily, 
using minimum of 
counter space, but 
providing maximum 

display area. 


This little easel makes the box tilt at 
an angle to command extra attention. 


INSURANCE” 


As compared with the amount of back-shelf 





sé | ad . 
space, the “eye-spots” in any retail store are 
few. The retailer can select only a few prod- 
“e a” 

ucts to occupy those coveted “‘eye-spots. 
THE PACKAGE is one factor that influences his 
selections —its color, design, convenience, 
utility—in short, its sales-making power. If 
the package is right, it has “eye-spot insur- 

a4 ; ; ; 
ance” which helps it to win placement in one 
of the spots that catch consumers’ eyes. 
HERE IS A PACKAGE a display-container by 
“U-S”—that carries “eye-spot insurance.” 
Perhaps we can help your package, too. 


Jhe WUNITED 


‘g0s PRINTING & LITHOGRAPH COMPANY 
ano olvisions 





AMERICAN LITHOGRAPHIC DIVISION 

ATLANTIC LITHOGRAPHIC & PRINTING DIVISION 
DONALDSON LITHOGRAPHING DIVISION 

ERIE LITHOGRAPHING & PRINTING DIVISION 
PALMER ADVERTISING SERVICE DIVISION 

W. F. POWERS DIVISION 

THEO. A. SCHMIDT LITHOGRAPHING DIVISION 


HOME OFFICE 
328 BEECH ST. 
CINCINNATI 





Plants at CINCINNATI « BROOKLYN ¢ BALTIMORE « ERIE, PA. ¢ ST. CHARLES, ILL. 
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ANILINE OR 
GRAV URE? 


New Klingrose Press Prints Either 
Method and Surface-Colors 


This newly developed press is designed 
to print by either the high-fidelity gra- 
vure process or the low cost aniline 
method. Its flexibility makes it ideal for 
printing, decorating or a combination of 


both. 
. 
KLINGROSE MACHINE CORP. 


461 Hamilton Ave., Brooklyn, N. Y. 
New York Office, 111 Fifth Avenue 








LACQUER 


VARNISH and GUM 
and WAX COATING for 


Labels 
Wraps 
Posters 
Displays 


and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY .w SGHWARTZ 


20 Van Dam St, New York City 
CAnal 6-7703 
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CHANGE—SLIGHT BUT SIGNIFICANT 


(Continued from page 50) 





surprintings are of the qualities originally built into 
the package design. 

On the other hand, many manufacturers, when con- 
fronted with the necessity of adding package changes— 
as, for instance, under the impact of the new Federal 
Food, Drug and Cosmetic Act—have discovered that 
their packages could not stand revision and require a 
complete new redesign with a consequent loss of appear- 
ance continuity. 

Such extensive changes may frequently be converted 
to the manufacturer's advantage, but they unfortunately 
involve substantial expense in the loss or wastage of 
existing packaging materials and in the promotion to 
dealers and consumers of the newer container. 

Thus the Vanish package serves to demonstrate con- 
clusively the advantage, when planning a new package, 
of giving ample consideration of the possibility that 
some later revision or amendment of the original design 
may be necessary. One of the criteria of a good design, 
it would seem from a study of this example, must, there- 
fore, be its ability to absorb minor changes without 
taking on a cluttered, unattractive appearance. 

Credit: Both old and new Vanish packages designed 
by Martin Ullman. Container by the Crown Can Co. 
Patented opening device by The Levalift Co. 





“ALL THE MAKINGS” 


(Continued from page 47) 





imagination on the part of the lady who sees the con- 
tainer on her grocer’s shelf or counter to realize that the 
package has been devised for her convenience. The 
lithographed metal closure announces in bold lettering, 
“Save this Pyrex dish.” 

A small label, bearing the College Inn trade mark and 
the product name, leaves a good portion of the product 
visible so that the consumer can tell at a glance what the 
product is and can, likewise, be sold on the merits of its 
appetizing appearance. 

For the counter, a carton display has been developed 
to permit the consumer to examine the new product and 
package. A further service rendered is the distribution 
of a recipe booklet with each jar of boned chicken. 
The carton is first utilized as a shipping container for 
eight jars, a corrugated board partition separating each 
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USE ANILINE 


IN KS 


WITH A REPUTATION 


IIH 


(BR sONEW SPECIAL 
» COATED PAPERS... 3 
FILMS ... FOILS ... Present 4 


ADHESIVE PROBLEMS 


WEI 





originators of 
Opaque Aniline Inks 


Upaco Special Adhesive Formulas are devel- 
oped to seal these new materials. They are 
recognized as real Adhesive standards in the 


packaging world. 


Opaque Aniline White, Yellow, Orange t If you are confronted with such a problem, 
Ba why not avail yourself of this vast storehouse 


of Adhesive knowledge? Full information 
and samples without obligation. Send us 
<a your Adhesive problem with full details. 
For use on Kraft, white paper, glassine 4 Uniform products of top quality are used in 


and the various grades of transparent each formulation. 
cellulose stocks 


and a full range of colors 


UNION PASTE CO. 


200 Boston Ave. Medford, Mass. © : 


CRESCENT INK & COLOR 


COMPANY OF PA. 
PHILADELPHIA 


Re ncinesncinen=ucncinel 


YOUR IMMEDIATE ATTENTION IS CALLED TO THIS NEW 
No. 17 IMPROVED AUTOMATIC TUBE FILLING, CLOSING 
AND CRIMPING MACHINE for SEALING COLLAPSIBLE TUBES. 
TYPE “A” for PASTE. “B” for POWDERS. “C” for LIQUIDS. 
The famous COLTON CLOSURE machine has been greatly improved and simplified. 


It now offers you these new advantages: 

. Motor is underneath, out of the way. 

. Equipped with REEVES drive for speed control. 

. New design filling head gives a positive free smooth action of nozzle. 

. Start and stop push button switch. 

. Two hand levers. One for starting the machine proper. One for stopping and 
starting filling mechanism. 














No. 17-A. Improved 

Automatic Tube Fill- 

ing, Closing and 
Crimping Machine 





All of these improvements—yet no increase in price. Write 
today for a sample tube and full information on this machine. 


ARTHUR COLTON CO. 


2602 JEFFERSON AVE., EAST Electric Drive Stirring Device as shown is 


recommended for materials that do not flow 


DETROIT MICHIGAN readily in our standard hopper. 
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of the jars from each other to minimize breakage. The 
cover of the carton is die-cut and scored so as to form the 
display panel when raised. The display panel leaves 
space for dealer insertion of price and announces the free 
recipe booklet offer. Both the display carton and the 
Pyrex utility dish label bear data concerning the inspec- 
tion and certification of the product by the Agricultural 
Marketing Service of the U. S. Department of Agricul- 
ture—information likely to appeal to the careful and 
cautious woman shopper. 

Credit: Pyrex container by Corning Glass Works. 
Label by the U. S. Printing & Lithograph Co. Closure 
by the White Cap Co. Shipping-display carton by 
American Coating Mills, Inc. 





PACKAGES EARN DISPLAY EFFORTS 


Continued from page 45) 





Wallace Drug Co. of Endicott, N. Y. and Mrs. Mattie 
Hawk of the Red Cross Drug Co. located in Santa 
Barbara, Calif. 

An analysis of the tremendous responses achieved for 


MOST FAVORED SPOT 


@ Combines everything that 
Florida can offer—in climate, 
sports and social diversions—golf 
on its two famous 18 hole courses, 
tennis, trap and skeet shooting, 
saddle horses, salt water pool and 
sea bathing, dancing, fishing and 
boating... moving picture theatre 
O- and smart New York shops... 
Ty excellent cuisine and service. 


4 






AMERICAN PLAN...$9.50 per day and up 
. EUROPEAN PLAN...$6.00 per day and up 


Belleview Biltmore 
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the company as a result of this competition leads to the 
inevitable conclusion that the original forethought 
which produced packages built around a theme is now 
paying dividends by providing a theme for displays. In 
terms of tangible sales, the value of this forethought is 
demonstrated by the fact that Shulton’s sales for the 
men’s line more than tripled during the contest. 

Moreover, the goodwill involved in the cooperative 
effort of display managers and department heads in 
hundreds of stores will, no doubt, have a continuing 
effect upon Early-American sales for many months—and 
even years—to come. 

Most significant is the high standard of creative 
ability and originality which was poured into the 
various display creations. 

Obviously, such a competition could not be run for 
any product. Its success depends, in large measure, upon 
the type of stores through which a product is sold—this 
case the better class department stores, specialty shops 
and drug stores. Nor could such a contest be success- 
fully run if the original inspiration—founded upon the 
package theme—were not present. But granted these 
pre-conditions for success, it is ovbious that a number of 
other companies stand in an equally favorable condition 
to sponsor display contests as a means of securing dealer 
cooperation, free display space and the cooperative in- 
terest of department managers and display managers. 

















information or Reservations at— 
TheGotham TheDrake — the Blackstone 
CHICAGO CHICAGO 


NEW YORK CITY 


The Evanshire The Toun fiouse 


EVANSTON, ILL. LOS ANGELES 


A. S. Kirkeby, Managing Director 





BELLEAIR 
FLORIDA 








NO MORE WASTE IN CUTTING | 
TO PRINTED REGISTER 





DEPENDABLE ACCURACIES IN “SPOT SHEET- | 


ING” ARE NOW ASSURED THROUGH THE | 
NEW BECK | 


DIFFERENTIAL CUT-REGISTER CONTROL UNIT 
For cutting to register, printed wraps, labels, etc. This unit is to | 
be had on Beck Sheeters controlled either by hand or ELECTRIC | 


EYE. | 


CHARLES BECK MACHINE COMPANY 
13th & Callowhill Sts. Philadelphia, Pa. 








ANOTHER OUTSTANDING 
ATTRACTIVE PACKAGE 


DESIGNED and MANUFACTURED by 
the leading producers of 
TRANSPARENT ACETATE CONTAINERS 


(See Monsanto Advertisement this issue) 











Write us on any 
Transparent Acetate 
Package Require- 


ments. 


—— 
CENTRAL STATES PAPER and BAG CO., Inc. 





2600 N. BROADWAY ST. LOUIS, MO. 




















WRAPPING MACHINE 














NEW HIGH-SPEED MACHINE FOR 
WRAPPING EITHER SQUARE OR 
IRREGULAR SHAPED PACKAGES 


Fully automatic, this rotary-type wrap- 
ping machine is capable of the highest 
possible speed production. 

No cams, no reciprocating movements. 
Wrappers are fed from continuous roll. 


Send us your wrapping problems. 


HUDSON -SHARP 


MACHINE CO*GREEN BAY*WIS 






















HAVE YOU 
THOUGHT LATELY 
OF IMPROVING YOUR 
COLLAPSIBLE TUBES ? 


NATIONAL TUBES offer you 
many new advantages: in beauty, 

finer finish, closer tolerances—and 
unusually sturdy construction. 


Phone or write our nearest office. 
NEW YORK—480 Lexington Avenue 


Plaza 8—0208 
CHICAGO CINCINNATI SAN FRANCISCO 
ST. LOUIS SEATTLE LOS ANGELES 
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OF A HAPPY COMBINATION 


Early this year Armour & Co. were looking for an unusual package for their new 
picnic assortment. After careful consideration they chose our SLANT-SIDE carton 
... here’s the result—a happy combination of sales imagination and merchan- 
dising vision. 

This clever package gives you a hint at the infinite ways manufacturers are 
employing MICHIGAN CARTONS to improve sales and gain “buy-appeal.” We'd 
be glad to show you others, and we'd enjoy working with you to develop new 


packaging angles. 


MICHIGAN CARTON CO - Battle Creek, Michigan 





“Visibility up 100%—Sales up 30% 


... that’s our Summer record with candy in Vue-Pak” 


W. determined this year to do some- 
thing about the summer drop that usually 
comes in candy sales,” says Mr. McMillan. 
“We decided that the quality of Busy Bee 
candy would sell itself if it could be seen. 
This led us straight to packages made of 
Monsanto’s transparent Vue-Pak. 

“Sales results were even better than 
we'd hoped. Salesmen got orders on 92% 
of their first calls. Total sales climbed 30% 
above normal for summer. And unsolic- 
ited repeat orders are coming in every mail! 

‘Naturally, this success of our Summer 
candy in Vue-Pak has started us planning 
greater use of transparent packaging. 
We've already scheduled our Christmas 
leader in Vue-Pak for extra sales appeal. 
And, in the near future, as many items as 
possible in our packaged line will be sold 
in these transparent packages. 

“It’s my opinion that any product, in 
which color, texture and general appear- 
ance are sales factors, will gain eye-appeal 
and extra sales in Monsanto Vue-Pak.” 

Information applied to your business 
and names of capabie Vue-Pak fabricators 
will be sent upon request. MONSANTO 
CHEMICAL COMPANY, Plastics Divi- 
sion, Springfield, Massachusetts. District 
Offices: New York, Chicago, Detroit, St. Louis, 
Los Angeles, Dayton, Montreal. 


MONSANTO PLASTICS 


SERVING INDUSTRY... WHICH SERVES MANKIND 


C. H. MCMILLAN, Jr. 
President, Busy Bee Candy Company 
St. Louis, Missouri 








